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Rough Proofs 


Automobile design has advanced 
so far that about the only thing left 
for 1936 is to arrange to have stream- 
lined license plates. 
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Association-of-ideas note: Sin- 
clair’s big black whale reminds old- 
timers of the big black whale which 
used to advertise Sapolio. He must 
be glad to get back to work. 
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Due to habit and professional 
training, when the radio station men 
heave anything to protest against, 
they don’t hesitate to broadcast it. 
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Over 60,000,000 salt and pepper 
shakers are sold in this country 
every year, ADVERTISING AGE reports. 
This is what is technically known 
as seasonal business. 
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Sweden, it is reported, is about to 
find out all about American ice 
cream. Greto Garbo hasn’t been in 
Hollywood for nothing. 
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Sweden’s new ice cream is to be 
promoted with American-made ad- 
vertising. It might not be a bad 
idea to try out the copy with a test 
campaign in Minneapolis. 
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Philadelphia, it seems, hasn’t taken 
to taxicabs as enthusiastically as 
some other towns. The only time a 
Philadelphian really wants a taxi is 
when he is catching a train back to 
the City of Brotherly Love. 
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Cutex is said to have 92 per cent 
of the nail polish business of the 
world. And now the company is 
planning to get a toe-hold on the 
remainder. 
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Chevrolet will tell all about the 
G-men over the radio. It should be 
understood that they are not re- 
lated to the G. Washington men. 
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Sherlock Holmes and Dr. Watson 
will continue to show radio fans 
that there is mystery in everything 
except making coffee with powder. 
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Midsummer labor-saving idea: Do 
as Alemite does, and let the coupon- 
clipper send the coupon to himself 
instead of the advertiser. 
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G-E, says Carl M. Snyder, is try- 
ing to make owners of obsolete 
homes dissatisfied with their sur- 
roundings. The best way is to en 
list the aid of the neighbors’ chil- 
dren. 
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There’s a new family assortment 
of Taylor wines— sherry, sauterne 
and port. At last the old man can 
bring home a package without start- 
ing an argument. 
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The drug industry hastens to 
point out that the anti-fat product 
which caused blindness wasn’t ad- 
vertised. But it’s 8 to 5 that Pro- 
fessor Tugwell has already added it 
to his chamber of horrors. 
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Sign of prosperity: Magazine ad- 
vertising for July was slightly off, 
showing that more space-buyers 
have been able to take vacations., 

Copy Cups. 


HEARINGS ON 
COPELAND BILL 
START MONDAY 


Washington, D. C., July 18.—The 
House Committee on Interstate and 
Foreign Commerce, which has been 
holding the Copeland Pure Food 
and Drugs Bill, announced today that 
hearings will start next Monday 
on this important measure. The 
committee has been undecided 
whether to hold hearings or report 
the bill for passage, it is said. The 
Copeland Bill passed the Senate some 
time ago. 

The hearings will be held by a sub- 
committee, of which Representative 
Chapman, of Kentucky, is chairman. 
Chairman Rayburn, of the House In- 
terstate Commerce Committee, told 
the sub-committee that the Adminis- 
tration wishes the bill passed at this 
session of Congress. 

On the other hand, the Federal 
Trade Commission is dissatisfied with 
the bill in its present form. Its mem- 
bers are seeking the opportunity to 
present their views to the sub-com- 
mittee. 

Several organizations have been 
maintaining an attitude of watchful 
waiting. A delegation representing the 
Associated Grocery Manufacturers of 
America, conferred with Chairman 
Rayburn of the House Committee last 
week and urged immediate action for 
the enactment of the bill at this ses- 
sion. 

Through Robert H. Pritchard, the 
National Editorial Association has 
told sub-committee chairman Chap- 
man that 12,000 weekly and small 
daily newspapers favor the Copeland 
Bill. 

Mr. Chapman said that in order to 
expedite hearings, each organization 
interested would be asked to elect one 
representative to express its views. 

“We are planning to get the bill 
before the House within three 
weeks,” he commented. 


Opposed to Hearings 


The Associated Grocery Manufac- 
turers is on record as being opposed 
to further extensive hearings on the 
bill since such hearings were con- 
ducted by the Senate Commerce Com- 
mittee. Chairman Rayburn stated 
that his committee “would require 
its own hearings as a basis for ac- 
tion.” 

The Associated Grocery Manufac- 
turers stated that the organization 
has continuously supported a com- 
prehensive revision of the Federal 
Food and Drugs Act since the United 
States Department of Agriculture 
recommended such a revision. 

At the conference with Chairman 
Rayburn, the association suggested 
three amendments of the bill. How- 
ever, it is held that “immediate en- 
actment of the bill without such 
amendments if and to the extent they 
are unacceptable to the committee,” 
is paramount. 
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Senate Rejects 
‘Right of Kings’ 
And Price-Fixing 


Washington, D. C., July 18.—At 
least some of the amendments to the 
Agricultural Adjustment Act viewed 
with alarm by advertising interests 
were exterminated yesterday and to- 
day. Chief of these was one giving 
Secretary: Wallace power to fix mini- 
mum resale prices on farm products. 

Apparently swayed by the decision 
of the Boston Circuit Court of Ap- 
peals that the act is unconstitutional, 
the Senate, after having passed the 
price-fixing section, hastily reversed 
itself. The second vote was 44 to 41, 
canceling the first vote of adoption, 
which was 40 to 38. 

The “divine right of kings” was 
rejected today when factions in the 
Senate agreed that constitutional 
tests in the courts should be per- 
mitted. Suits to recover processing 
taxes paid or to be paid will be al- 
lowed where processors have not 
passed the burden along to the con- 
sumer. 

Virtually all proposed amendments 
to the AAA have been opposed by 
the Association of National Adver- 
tisers, American Association of Ad- 
vertising Agencies, American News- 
paper Publishers Association, Na- 
tional Publishers Association, Repre- 
sentatives Association of New York, 
Newspaper Advertising Executives 
Association and Associated Business 
Papers. 


Mixed Feelings in New York 


New York, July 18.—While most 
New York advertising men favor the 
Copeland Bill in its present form, 
there is a general feeling of resent- 
ment over the proposed amendments 
to the AAA. 

Some of this was expressed by 
George J. Auer, advertising manager 
of the New York Herald Tribune, be- 
fore Advertising Men’s Post of the 
American Legion. 

Mr. Auer charged administration 
leaders with unfair attacks on adver- 
tising and business, and character- 


LEADS CONFERENCE 


Ralph Starr Butler, who heads the 

A. B. C. Committee which will con- 

fer with the newspaper group on 
the latter's suggestions. 


ized much of the proposed Washing- 
ton legislation as ‘ill-considered.” He 
regards publication of ‘“Consumer’s 
Guide” by the Department of Agri- 
culture, through its Consumer's Coun- 
cil, as significant because “it puts 
the government into the business of 
publicising products and services to 
consumers. Does that not make it 
in effect an administration mouth- 
piece?” 

Most of the organizations directly 
affected by the Copeland Bill, on the 
other hand, are favorable to it. The 
Proprietary Association has already 
approved S. 5 and recommended its 
passage. President Blair is in Wash- 
ington with a group from the asso- 
ciation to work to this end. 

Paul S. Willis, president of Asso- 
ciated Grocery Manufacturers of 
America, said that organization is en- 
tirely satisfied with S. 5 in its present 
form. It has also dispatched a dele- 
gation to Washington. 


Last Minute News Flashes 


Buick Appoints Erwin, Wasey & Co. 
Detroit, Mich., July 19—Buick Motor Company, Flint, Mich., has ap- 
pointed Erwin, Wasey & Co. to handle its advertising, effective immediately. 
Arthur H. wer account executive. 


Clark New Advertising Manager of Frigidaire 

Dayton, O., July 19.—Lee A. Clark, who has been sales promotion man- 
ager of Frigidaire Corporation since 1933, has been appointed advertising 
manager, succeeding Earl D. Doty, resigned. 


Hoyt Gets Full Account of Hills Brothers 


New York, July 19——Charles W. Hoyt Company, which has been 
handling part of the advertising of Hills Brothers Company, food special- 
ties, has been appointed for the entire line. 


A.B.C. Rules on Two Subscriptions at One Sale 

Chicago, July 19—An important ruling in cases where two or more 
subscriptions to a paper are offered in one sale has been made by the 
Audit Bureau of Circulations. In order that resulting subscriptions may 
qualify as paid, the price offered must be equal to the full basic price of 
the publication, plus at least 20 per cent of that price for each additional 
subscriptions to a paper are offered charged for all shall not be less than 
50 per cent of the full basic annual price. 


Harn in Detailed Defense 
of Charges by Newspapers 


Analysis for Directors Says 
A. B. G. Yardstick 
Never Varies 


Chicago, July 18.—The yardstick 
created by the Audit Bureau of Cir- 
culations not only measures news- 
paper circulations fairly and accu- 
rately in comparison with other 
mediums, but in one instance gives 
newspapers a slight advantage. Any 
difference in the A. B. C. reports for 
different mediums is due to inherent 
differences in the nature of those 
mediums. 

This was one of the findings of 
O. C. Harn, managing director of 
the A. B. C., in an analysis of the 
recent report of the newspaper com- 
mittee headed by Frank S. Newell, 
Toledo Blade. The analysis was sent 
to all members of the Bureau this 
week as a prelude to a meeting of 
the newspaper committee with an- 
other appointed by the A. B. C., and 
headed by Ralph Starr Butler, of 
General Foods Corporation. The 
two groups will get together in New 
York July 26. 

The report submitted by the news- 
paper committee, as the result of 
a resolution adopted by the news- 
paper division at the A. B. C. meet- 
ing in Chicago last fall, contained 
a number of criticisms of A. B. C. 
regulations, of which the allegation 
that comparisons of media are not 
accurate under present procedure 
was most important. 


Charges Are Discussed 


In his analysis, couched in schol- 
arly and temperate language, Mr. 
Harn denied, one by one, all charges 
of the newspaper committee, though 
he commended it for its effort to as- 
similate in a comparatively short 
time all of the changes made by 
the Bureau during its long history, 
with the underlying reasons. 

Mr. Harn’s analysis threw an in- 
teresting light on accounting prac- 
tices. The accountants retained by 
the newspaper committee, Orville 
E. Johnson and Associates, alleged 
that the report given to the A. B. 
C. membership last fall does not 
give an exact picture of the Bureau’s 
financial condition. Arthur Young 
& Co. contend that it does. As a re- 
sult, a third firm will be called in 
to act as referee. 

Mr. Harn opposed recommenda- 
tion of the newspaper committee 
that publisher directors be elected 
upon the basis of their financial con- 
tribution to the Bureau. He said 
this proposal is fraught with so 
much danger as to threaten to dis- 
rupt the organization. 


Started by “Bulk” 


“The principle of buyer dominance 
in operating the Bureau,” he contin- 
ued, “which has been accepted from 
the beginning 2s the fundamental 
necessity and which the committee 
expressly reaffirms in its report, re- 
moves from the discussion the im- 
portance of voting power as between 
publisher divisions. The matter of 


real importance is the presence in 
the board’s deliberations of adequate 
presentation of the points of view 
of the various types of publications 
represented.” 

The allegations of the newspaper 
committee as to unfair circulation 
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comparisons centered around the 
handling of bulk circulation. The 
committee charged that Paragraph 8 
of the newspaper form deals only 
with net paid circulation under the 
strictest possible interpretation 
while Paragraph 8 in the other three 
forms shows average total distribu- 
tion. In two of the other forms, it 
said, the net paid figure in Para- 
graph 8 includes bulk sales and in 
none of the other three forms is net 
paid interpreted as strictly as in 
the newspaper form. 

On this subject and the general 
contention that A. B. C. forms 
should be standardized, Mr. Harn 
commented: 

“A careful study of the by-laws 
and rules has been made. Only one 
rule has been found which does not 
apply to all types of publications 
alike, as far as standards of qualify- 
ing subscriptions are concerned. 
This is found in Chapter A, Article 
1, Section 5. It gives a special privi- 
lege to newspapers not enjoyed by 
any other publications. Under this 
rule, copies of newspapers given to 
employes can be listed as paid sub- 
scriptions when publishers and em- 
ployes comply with certain pre- 
scribed forms and keep certain pre- 
scribed records. 

“When it comes to rules for set- 
ting up the information in Bureau 


reports there are a number of de- 
partures from uniformity as between 
types of publications. 


Reason for Variations 


“There has never been any desire 
or effort to change such a funda- 
mental rule as the 50 per cent quali- 
fication for every publication to rate 
as paid. But an examination of the 
report forms themselves, in connec. 
tion with the by-laws, will indicate 
that an easily recognizable reason 
exists for every department from uni- 
formity as between types of publi- 
cations, so far as the method of giv- 
ing infcrmation is concerned. These 
will be cited below. 

“Chapter A, Article II, Section 1 
(i) shows a variation in setting up 
bulk sales which in newspaper audit 
reports and publishers’ statements 
are listed in a paragraph at the foot 
of page one; in farm paper audit re- 
ports and publishers’ statements as 
‘free distribution’ in paragraph 8; 
and in the magazine and business 
paper statements and audit reports 
as ‘paid distribution’ in paragraph 8. 

“The only reason for this diver- 
gent application of the rule was ex- 
pediency. A group of newspapers 
initiated a movement to exclude bulk 
sales from the net paid total in para- 
graph 8 because they objected to 
competitors who had hotel room dis- 


ISSUES ANALYSIS 


O. C. Harn, managing director of 
the A. B. C., who has issued an 
analysis of criticisms and suggestions 
made by a newspaper committee. 


tribution enjoying the advantage of 
such circulation as paid. 

“After a heated battle in the 
newspaper division of the conven- 


KEEP Your EYE 
ON THE 
MINNEAPOLIS 

STA 


In the first five months of 


*Send Reading Habits 
of 053 New Ges Pooclosee in jon 


“‘The 20th load to go by today ! 
Doesn’t anybody in lowa walk ?”’ 


this year lowans bought 73% 


more new cars than in the same 1934 period (national 
increase 54%). More than nine out of ten lowa families 
own automobiles. 72.9% of lowa’s 1934 new car buy- 
ers read The Des Moines Sunday Register, 58.9% read 


The Des Moines Register 


and Tribune daily. * 


tion in 1928, proponents of the 
change won out, but neither they 
nor the buying groups insisted that 
the rule should apply to other types 
of publications. As a matter of fact, 
farm paper publishers followed the 
newspaper classification and even 
went one step further by classifying 
bulk sales as free. But magazines 
and business papers chose to retain 
their bulk circulation where it had 
always been and this was satisfac- 
tory to the buying groups.” 

Discussing Chapter B, Article 1, 
Section 1, Mr. Harn said that peri- 
odicals are required to break down 
their net paid circulation, while 
newspapers are allowed to make 
their town and county breakdown 
on the basis of gross draw. 


Expense Not Justified 


“Here is a case,” he said, “where 
actual uniformity would work a 
hardship on newspapers and it has 
been shown that the expense to the 
newspapers of showing net figures 
was not justified.” 

As to Chapter B, Article 1, Section 
2, he said: 

“Magazines and farm papers are 
required to break down their circu- 
lation by population groups—a re- 
quirement not imposed upon news- 
papers and business papers. The rea- 
son for this is obvious. It is im- 
portant for buyers to know whether 
a magazine is circulated chiefly in 
large cities or small communities 
and how much to dwellers in towns. 
Such information is unnecessary as 
to business papers. In them the 
important thing for the buyer to 
know is the occupation of the sub- 
scribers rather than where they live. 
As to newspapers, where the sub- 
scribers live is important, but the 
Bureau gives this information in 
paragraphs 8 in the form in which 
the advertiser needs it and as the 
publisher wants him to have it, 
namely, 

“1. In the city of publication; 

“2. In the retail trading zone sur- 
rounding the city; 

“3. In ‘all other territory.’ 

* “Thus similar information is given 
on all types of publications but in 
the form best suited to each type.” 


Plymouth Engine 
Completes Air Test 


Bringing the mass-production, low- 
priced airplane a step closer to real- 
ization, the U. S. Bureau of Air 
Commerce has completed tests of 
the standard 1935 Plymouth engine 
at Detroit. It is the first standard 
automobile engine to be inspected 
for a government certificate permit- 
ting its use in aircraft. 

The Bureau of Air Commerce has 
already placed an order with the 
Fahlin Aircraft Company, Marshall, 
Mo., for an airplane powered with a 
Plymouth engine, to be delivered 
about Aug. 1. Only a few changes 
are necessary to convert the Plym- 
outh engine for aircraft use. 


Transradio Adds Clients 


Transradio Press Service acquired 
27 new clients among radio stations 
during the National Association of 
Broadcasters convention at Colorado 
Springs, bringing the total served up 
to 250 stations in 46 states and a 
number of foreign countries. Among 
the new stations signed are KOL, 
Seattle; KTAR, Phoenix, Ariz.; 
KGIR, Butte, Mont.; WMBC, De- 
troit; KFJZ, Ft. Worth, and KGIW, 
Alamosa, Col. 


D. N. Messler Dies 


David N. Messler, 79, publisher of 
the Somerset Democrat, Somerville, 


-IN. J., died July 10 after a long ill- 


ness. Mr. Messler founded the Som- 
erset Democrat in 1888, and retired 
in 1905. 


NEW OIL BURNER 
INSTITUTE HAS 
PROMOTION JOB 


New York, July 19.—A_ two-day 
meeting of the American Oil Burner 
Association, attended by key manu- 
facturers in the oil burner industry, 
resulted in the creation of the Oil 
Burner Institute to succeed the as- 
sociation, and a tentative plan to ad- 
vertise the industry. 

The new plan proposes to broaden 
the membership beyond that of the 
AOBA and to benefit oil producers, 
refiners and oil burning appliance 
manufacturers. Present AOBA mem- 
bers will automatically become OBI 
members. 

Second on the list of immediate 
objectives is “promotion of high 
standards of equipment, establish- 
ment of an OBI symbol of approval, 
and its national exploitation.” At the 
association’s headquarters here it was 
revealed that the advertising program, 
while contemplated, has not been per- 
fected. Other objectives are opposing 
unfair laws, compiling and distribut- 
ing trade information and sponsoring 
cooperative events, including an ex- 
hibit or show each year. 


The New Personnel 


G. Harvey Porter, Baltimore, was 
made managing director of the new 
institute. He is operating vice-presi- 
dent of the Industrial Corporation of 
Baltimore, financing and management 
organization. J. J. Donovan, General 
Electric Company, was made chair- 
man of the committee on sales pro- 
motion and publicity. Others on this 
committee are J. H. O’Brien, Petro- 
leum Heat & Power Co., and M. F. 
Cotes, Motor Wheel Corporation. 
Mr. Porter heads the market re- 
search committee. 

The last campaign conducted by the 
oil heating industry some five years 
ago is still drawing results. From 
Dunedin, New Zealand, this week 
came a coupon clipped from a Sat- 
urday Evening Post advertisement in 
which the old Oil Heating Institute 
offered a booklet. 


New Test Used for 
Lady Esther Radio 


Bess Johnson, radio executive with 
the Stack-Goble Advertising Agency, 
Chicago, in charge of the Lady Esther 
account, has adopted an unusual 
method of checking Lady Esther 
copy, which is written the morning 
of the broadcast in order to make 
the most of the current news for 
the sales talks. 

On a_ special wire-hook-up be- 
tween the agency and the Lady 
Esther offices, Miss Johnson reads 
the copy so that Al Cohen, presi- 
dent of the cosmetic company, 
hears it over a loudspeaker as it 
will sound when on the air. Neces- 
sary changes are made immediately 
by a special talk-back system be- 
tween the two offices. 


Honneus to “Time” 


William S. Honneus has joined the 
Philadelphia office of Time. He was 
formerly with the plans department 
of N. W. Ayer & Son, Philadelphia. 
Lyman Thompson has succeeded Mr. 
Honneus in the Ayer position. 


Starts “Neo Sign News” 


Neo Sign Corporation, 342 Madison 
Ave., New York, has started publica- 
tion “The Neo Sign News,” to create 
interest in this form of advertising. 
Vol. 1, No. 1, is the July issue. 
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Metropolitan. 


Baltimore Sun — Boston Globe — Buffalo 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—W ashington Star 


‘Weekly 


Current Circulation 
6,068,300 families 
Largest circulation 

of any medium, 
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I WONDER 
S&S WHO THEY 
ey. ARE? Gx 
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T WONDER WHAT 
THEY MAKE? 


| WONDER 
WHY THEY 

4] DONT IDENTIFY 
} [THEIR PLANT 2 


a ee 


YOUR FACTORY 


| I WONDER 
WHAT THEY 
SELL? ( 
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Tueortant advertisers everywhere— You, too, can cash-in on the valuable adver- 


both national and local advertisers—are fast _tising space on your factory roof—drive home 


coming to realize the very real advertising 
value of electric signs on their factory roofs 
—are making Factory Identification an im- 


portant part of their 


Your copy of “WRITING IN LIGHTS,” @ com- 


your advertising message to all who pass your 
way....9end us a photo of your plant and we 
shall gladly make an electric sign recommen- 


dation without obligat- 


prehensive analysts of all forms of electric sign 


advertising programs. advertising, will be mailed free upon request. ing you in the least. 


FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPAN Y 
225 North Michigan Avenue, Chicago, Illinois : 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 


FEDERAL BRILLIANT CO., St. Louis and. Kansas City, Mo. 


Subsidiaries: } CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 
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PATMAN BILL 
ALL-EMBRACING, 
CHAINS CHARGE 


Washington, D. C., 
Charges that the Patman-Robinson 
Anti-Trust bill is all-inclusive in its 
regulatory powers were made by 
John A. Logan, executive vice-presi- 
dent of Food and Grocery Chain 
Stores of America, and Guilford S. 
Jameson, counsel for American Stores 
Company, at committee hearings on 


the bill. 


Charles F. Adams, treasurer of the 
First National Stores, Inc., declared 
that the real objective of the meas- 
ure had been “cleverly camouflaged.” 

“Reading the first paragraph one 
might believe the measure is in- 
tended solely to eliminate concealed 
pseudo-advertising 
ances and protect the independent 
merchant,” Mr. Adams said. “Its real 
intent, however, is the direct oppo- 
site of its advertised objectives and 
is clearly revealed by a careful scru- 


rebates, 


tiny of Section 2.” 


Mr. Adams asserted that the prac- 
tical results of this section would be 
to affect not only food, but every arti- 
cle of commerce sold at wholesale 
and at retail in the United States. 

“The scope of the measure is stu- 
pendous,” he declared. 


Called Sales Tax 


In the last analysis, the bill would 
act as the equivalent of a sales tax, 
and the burden would fall on the 
average citizen, he said. 

The ultimate effect of the Patman- 
Robinson bill might be to put the 
government in control of food dis- 
tribution, Mr. Adams said. 

Representative Wright Patman de- 
clared that his committee would con- 
tinue its investigation of chain stores. 
He admitted that files are being 
seized in various parts of the coun- 
try. He intimated that the commit- 
tee might also turn its attention to 
dry goods chains. 


Plan Campaign on 


New Radio Speaker 
Quam-Nichols Company, Chicago, 
largest exclusive manufacturer of ra- 
dio loud speakers, will run a special 
campaign on its new Chromatic 
speaker and the Armored Dynamic 
speaker. 
Ford, Browne & Mathews, Chicago, 
are in charge. 


Shaler Company Opens 
Contest for Dealers 


The Shaler Company, Milwaukee, 
maker of Shaler-vulcanized tube re- 
pairs, has launched a $500 cash 
prize contest for the best Shaler 
window displays set up by dealers, 
with posters and streamers supplied 
by the company. 

A broadside furnished for window 
use has been designed to tie in with 
Shaler’s advertising in the Saturday 
Evening Post. It simulates a front 
cover of the Post, and promotes the 
company’s “Hot Patches.” George 
K. Kirkgasser & Co., Chicago, 
handles the account. 


Adopts Single Rate 


Abolishing its national rate, the 
Washington, Ia., Evening Journal 
has established a single rate for all 
advertisers of 2% cents a line. The 
national rate was formerly 3 cents 
a line. On Jan. 1, the local rate 
was advanced approximately 15 per 
cent, to 2% cents a line. 


Organ Advertises Hotel 


A Hammond organ has been in- 
stalled in the Bismarck Hotel, Chi- 
cago, to calm the jumpy nerves of 
travelers and city dwellers. Daily 
concerts are given. Newspaper 
writers, advertising agency men, 
and art critics were guests at a 
special concert July 11. 


One-paper coverage 
that really covers 


RECHECK BALTIMORE before’ you 
build your next schedule. 
changed. Reading habits have changed. 
Buying habits have changed. And space- 
buying habits are changing with them. 
Witness the fact that advertisers gave 


a 


wy 


| REACHING * 


er 


yY MORE THAN 


“tp 


BALTIMORE | 
FAMILIES 4 


wished for— in Baltimore 


& 
. ye 


vides the kind of thorough one-paper 
coverage that space buyers always wish 
for in major markets, but rarely find. 


For 35¢c a line The News-Post carries 


Times have 


The News-Post the largest lineage in- 


crease of all United States newspapers in 


1934, 


That's because The News-Post now pro- 


your advertising to 201,059 families—by 
far the greatest circulation ever attained 
by a Baltimore newspaper.* In the ABC 
City Zone alone The News-Post gives you 
84.6% coverage—170,062 out of 200,843 
families every day. 


The latest facts and figures on the Bal- 


timore market are causing many space 


buyers to revise their schedules. May 
we send them to you? 


BALTIMORE 


NEWS-POST 


Baltimore Outstanding Vlewspaper 


Represented Nationally by Hearst International Advertising Service 


Rodney E. Boone, General Manager 


* Except Sundays. The Baltimore Sunday American has the 


largest circulation in all the South . . . 229,832 and still going up. 


EE 


SAVINGS OF GASOLINE ARE VISUALIZED 


Dodge dealers throughout the cou 


ntry are displaying gasoline drums 


painted bright red to visualize savings claimed for that car. Emerson 
J. Poag, Dodge advertising director, conceived the idea. 


Bay Rum Back 
As Hot Spell 
Attacks East 


New York, July 18.—Michelsen’s 
Bay Rum, beloved by dandies of the 
Gay Nineties, and once to be found 
on the shelves of every barber shop 
that made any pretensions to class, 
reappeared in the advertising pages 
of the New York Sun and New York 
Times this week as citizens swel- 
tered in the grip of a hot wave. 

Copy gave the somewhat superflu- 
ous advice to “Keep on perspiring,” 
explaining: 

“It’s healthy to perspire—it’s ac- 
tually cooling. Use Michelsen’s to 
eliminate unpleasantness.” 

During prohibition, a horde of 
bootleggers rushed to get bay rum 
licenses which would enable them to 
secure alcohol. For this and other 
reasons, Michelsen dropped out of 
the advertising picture, though de- 
mand for the product has continued 
through the years. A campaign was 
started in 1930, but dropped. 

Present advertising is placed by 
Phillips Lennon & Co., New York, 
which promises an expansion of 
lineage in the near future. William 
H. Maxwell, president of the H. 
Michelsen Company, has as vice- | 
president, Henry C. Michelsen, son 
of the founder of the business. 


Root Appoints 
Henry B. Root, Inc., New York, 
real estate management, sale and 
appraisal firm, has placed its adver- 


— account with Churchill-Hall, 
ne. 


Oppenheimer to “News” 

Edward R. Oppenheimer, formerly 
with the general advertising depart- 
ment of Hearst Newspapers, has 


TIRE MAKERS 
LICK WOUNDS, 
ASK WHO WON 


New York, July 18.—The latest 
price war in the tire field has come 
to an end and manufacturers are 
taking stock of casualties. It seems 
that during the brief but sanguinary 
battle, thousands of overjoyed mo- 
torists got one tire at discounts 
ranging from 20 to 35 per cent, while 
if they wanted two new tires, they 
were virtually permitted to write 
their own ticket—say, 50 per cent off. 


Battle-Cry Sounded 


General Tire & Rubber Company 
is charged with having assassinated 
the Archduke of Tiredom to set the 
four horsemen off on another gal- 
lop. Whether or not this allegation 
be true, there seems to be little 
doubt that General provided news- 
papers with the largest volume of 
tire advertising featuring the new 
low prices. Its copy, usually filling 
an entire page, appeared in a large 
number of dailies. Dealers ready to 
fill orders at the startling quota- 
tions were listed row on row. 

Other tire manufacturers, always 
sensitive to any meddling with the 
status quo, quickly took alarm and 
sounded the battle-cry among their 
own organizations. “If they want 
trouble, they sure came to the right 
place,” was the word that passed 
down the line. The flaming torch 
was passed from hand to hand, and 
shortly the evening sky was crim- 
son from the reflection of the flames 


joined the Atlantic City News. 


licking up net profits. 


18 Railroads - 35 Steamship Lines 
S Airways 
advertise regularly in the 


Chicago Journal of Commerce 


AMD LA SALLE STREET JOURNAL <= 


Read dally by active business men for the only 


news of 


business, ingustry and finance available locally in tne Central West. 
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ADVERTISING AGE 


fittle Capitol 


"Towards five a.m., the Eastbound Century 
slacks its pace 

The restless traveler mutters “Albany”—and 
while the engine pauses at Rensselaer, 

Yawns himself to sleep again. 


Across the dark and misty Hudson at this 
point in 1614, 

When Plymouth Rock was just a rock, 

A group of hardy Dutch set up a fort 

And started in to trade. Later 

The Dutch West Indies Company built Fort 
Orange nearby the present capital, 

And called the village Beverwyck. 

Somehow, in 1629, with royal nonchalance, 

The Dutch Crown gave grant of a thousand 
square miles thereabouts to one Kiliaen 
van Rensselaer, of Amsterdam. 

And from the Rensselaers in 1652, 

Stout Peter Stuyvesant wrested the town away 
and made it free! 

Now twelve years later the English took Fort 
Orange and called it Albany. 


Albany is old and stolid, with all the virtues 
of the Dutch, the calm of history 

And the pride of strategic place. Here paused 

Indian canoes and emigrant barges first. 

River traffic, canals, and later the railroads 
focused freight and passengers, 

Madeitthe doorway toand from New England. 

Five railroads criss-cross over Albany, 

The Central, and West Shore, the D & H, 
the B & A and B & M. 

Albany, too, is an ocean port, one hundred 
and fifty miles from Ambrose Light. 

Sea-ravaged freighters tie up at its wharves 

To discharge cargo and take on grain and 
iron, textiles, axle grease and dominoes. 

Black Soviet ships stow in their holds crated 
machinery for the U. S. S. R. 

Crews of blonde Swedes and Dutch, dark 
Portuguese, Finns from the Baltic fiords, 


© ALBANY, city of 127,412 population, is capital of New York, ocean port, 
railroad junction, manufacturing center and a sweet chunk of the New York 
market. Located 150 miles north of New York City, its 34,065 families read 7,217 
copies of the Sunday News. Coverage: 21.27. State Street, shown bere, leads 
up the bill to the Capitol. 


Take shore leave, fight and fraternize in water- 
front cafes, loaf and watch 
The tourist-laden, white excursion boats. 


Albany lives on hills, ignores the grades, 

On streets of brownstones, stucco and brick, 

Reminiscent of Manhattan of an earlier day. 

Railroads and shipping, and two hundred 
factories turning out 

About $40,000,000 worth of stoves, paper, 
chemicals, textiles, printed matter, billiard 
balls, college caps and gowns 

And scores of other things—make jobs and 

A whopping retail trade, $476 per capita. 

While six big nearby towns contribute to the 
$60,000,000 volume of 2,000 stores. 

So State Street, North Pearl and Broadway 
prosper with steady trade. 


But Albany’s big business is politics! 

Home of twelve and one-half million people, 

The Empire State has revenues totalling a 
tenth of Uncle Sam’s, 

Vast and complex governmental machinery. 

Second only to the White House is the term in 
the Governor’s Mansion, 

And Albany is nerve center of state politics. 

In the vast granite Capitol that cost the State 
some $25,000,000 to build, 

Scene of a graft scandal and the nation’s first 
bubbling drinking fountains, 

Assemble the State’s law-givers. Nearby are 
other huge State office buildings. 


Tribune Tower, Chicago + Kohl Building, San Francisco + 220 EAST FORTY-SECOND STREET, NEW YORK CITY 


GS) PICTURE NEWSPAPER 


When the Assembly sits, upstate Republicans 
Watch the Tammany solons and city slickers, 
strive to outsmart and checkmate them. 
In the Ten Eyck the statesmen lounge in easy 
chairs, smoke and talk, 

And adjourn to Keeler’s, famous for its thick 
steaks and oyster stews, 

Spend the peepul’s money to Albany’s profit. 


Albany, 150 miles from Gotham, with three 
good papers of its own, 

Each week buys some 7,217 copies of the New 
York Sunday News. 

Family coverage 21%—of 3,400 families. 

Nearby cities buy another 10,000 copies. 

Healthy coverage of a healthy market. 


And Albany is only one of 118 cities, all 
better than 10,000 population, 

Where the Sunday News offers better tnan 
20% of the families. 

With two-thirds of New York City families 
as its base, 

With low cost, high visibility, concentration 
dense and effective coverage, 

The Sunday News delivers a huge package of 
extra potent advertising 

That is the best buy on anybody’s list today! 

Are you doing as much 
with the Sunday 
News this year 

As the Sunday News 
can do for you? 
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July 22, 1935 


International 


Flavor for New 
Palmolive Roto 


Jersey City, N. J., July 18.—The 
Colegate-Palmolive-Peet Company be- 
gan last week a new campaign in ro- 
togravure sections of Sunday news- 
papers from coast to coast on Palm- 
olive soap. Benton & Bowles, New 
York, handle the account. 


Copy, which has an international 
character, features the phrase, “The 
world over more women use Palm- 
olive than any other beauty soap.” 

The first of the new series pictured 
an attractive Parisienne in a mild 
state of undress and advised young 
women of the Etats-Unis that they, 
too, can “learn the secret of this al- 
luring French girl’s ‘all over’ loveli- 
ness.” 

Copy also contained the testimonial 
of Armand Delord, Paris beauty spe- 
cialist, that “Palmolive is the favorite 
beauty soap in France.” 

Future advertisements will show 
why Palmolive is the “favorite beauty 
soap” of Germany, Italy and seven 
other European countries. 

The copy will appear in substan- 


tially the same list of newspapers 
that carried the recent Palmolive 
campaign featuring a letter-writing 
contest. 


Anderson, Nichols 
Enlarge On Research 


Anderson, Nichols, Associates, Inc., 
New York, has placed Paul W. 
Stewart, former director of market 
research of A. O. Smith Corporation 
and once chief of the special trade 
studies division of the bureau of 
Foreign and Domestic Commerce, in 
charge of its enlarged market re- 
search division. Associated with 
him is Dr. Robert J. McFall, who 
was in charge of the first census of 
distribution. 

Fred I. Smith has joined the firm 
as sales analyst. Frederick Hanna 
will specialize in sales research and 
promotion; Miss Ruth A. Cooley, 
formerly with the Association of 
National Advertisers, product sur- 
veys, and Leigh Hubbard in corre- 
lating market procedures with re- 
search finding. 


Name Bayless-Kerr 

Invincible Vacuum Cleaner Com- 
pany, Dover, O., heavy duty and com- 
mercial portable vacuum cleaning 
equipment, has placed its account 
with Bayless-Kerr Company, Cleve- 
land. Trade papers and direct mail 
will be used. 


ETHICAL DRUGS 
REPACKED IN 
BRIGHT COLORS 


McKesson & Robbins Break 
Away from Tradition 


Bridgeport, Conn., July 18.—Break- 
ing away from the century-old tradi- 
tion of austerity in ethical drug 
packages, McKesson & Robbins, Inc., 
this city, has embarked on a policy 
of redesigning containers in bright- 
er colors to achieve improved eye- 
appeal. Four ethical preparations 
which were repackaged a_ few 
months ago have showed marked in- 
creases in sales. 

McKesson’s art director told 
ADVERTISING AGE that the new pack- 
age design is intended to avoid the 
“old hospital appearance” which has 
featured most ethical products in 
the past. This change follows the 
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National 
Sportsman 


Boston 


Any advertiser or space 
really knows something about media 
knows that National Sportsman and 
Hunting & Fishing bring better 
results to advertisers of men’s 
products than do the vast majority 
of other well-known magazines. 


New York 
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McKesson & Robbins, Bridgeport, have departed from the “hospital 


atmosphere" in repackaging their ethical products. 


idea of modern hospitals to regard 
their patients as “guests” and to 
create the atmosphere of the home 
rather than that of an institution. 
The new package features a color 


» || combination of ivory, dark ethical 


buyer 


Thirty-two of our advertisers have 
taken the trouble to tell us so 
in unsolicited letters during the 
past year.* They have learned that 
a message delivered to 577,503 
(ABC) free-spending sportsmen, at 
only $1620 a page, is bound to 
bring results. 


*Copies of letters on request. 
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green and _ vermilion, varnished. 
Lettering has been changed from se- 
vere block to Roman. The result is 
a much more attractive package, 
better adapted to display, which in 
spite of its brighter appearance still 
conveys an impression of cleanliness 
and laboratory background without 
the austerity characteristic of the 
former black and white or gray. 
This application of color and a 
transitional style of lettering to the 
ethical products is matched in the 
regular McKesson line of semi-ethi- 
cal and proprietary drug items. The 
regular McKesson semi-ethical and 
proprietary packages now appear in 
light ivory and deep maroon, var- 


*|nished. The cheerful ivory now dom- 


inates instead of the brown which 


\}formerly characterized these pack- 


ages. 
Practicality Important 


McKesson’s are also endeavoring 
to make their packages more prac- 
A new style of closure for 
cans eliminated the need for a paper 
dust-cap. Bottles, formerly square, 
have been made in near-oval shape, 
wider and more graceful, at the 
same time gaining more eye-appeal, 
with ribs up the sides for easy grip 


..}and style. This bottle takes up less 


room in the medicine cabinet, but 
looks larger. 

The display advantages of the 
wider package are obvious, because 
“the retailer usually gives a _ prod- 
uct as much display as its size re- 
quires.” 

A new bottle of more graceful 
lines has been designed for the com- 
pany’s toiletry line. Caps are of 
black Bakelite, and arched horizon- 
tal lines around the bottom of the 
bottle give a radiating and cheerful 
effect. These changes were made 
after study of needs for store dis- 
play and convenience in the home 
medicine cabinet. 

Bottles of toiletry preparations 
are packed in cartons, because of 
the advantage for display as well 
as the fact that inserts connecting 
all McKesson toilet preparations 
and their uses can be placed in the 
cartons. 

In designing the toiletry packages 
the company sought to achieve sim- 
plicity, give them a toiletry atmos- 
phere and at the same time provide 
a maximum of display value. The 
last point was especially important, 
because this class of toiletries, due 
to its price range, is sold mostly 
from the dealer’s shelf, and not from 
a specially planned cosmetic section. 

For the ten principal items in the 
toiletry line, the ten colors of the 
spectrum were used in light pastel 
shades, incorporating a wood grain 
tint on each package to give it more 
of a cosmetic atmosphere and at the 
same time serve as a_ protection 
against marring. 

“In attacking the problems of de- 
sign, color, etc., first the product is 
classified as ethical, semi-ethical, 


proprietary or toiletry,” the art di- 
rector said. ‘Naturally, competitors’ 
packages are differentiated in this 
way, too. 


Necessity for Restraint 


“If we decide the product should 
be ethical, the procedure will be in 
a restrained manner. For instance, 
the design will be formal and very 
orderly, color subdued or toned 
down, the character of lettering and 
typography somewhat transitional 
and not novel, because this package 
should convey the scientific and or- 
derly laboratory background. 

“The semi-ethical package may be 
less restrained than the ethical. The 
proprietary package may be more 
blatant than the other packages. 
Our new Milk of Magnesia is one 
good example of a proprietary pack- 
age, but just as much thought and 
care should be used in designing 
this type of package as any other.” 

The following schedule represents 
McKesson’s method of developing 
or changing a package: 1, study of 
the product and its classification; 
2, study of the container as to its 
practicability in various materials; 
3, preliminary sketches; 4, final de- 
sign for presentation and discussion. 

Should this design be accepted, it 
is necessary that the following pro- 
cesses be closely controlled: Work- 
ing drawings and typography, inks, 
plates, progressive proofs, printing 
papers and boards—as to their sur- 
face, weight, direction of grain, pli- 
ability, ete.—closures and_ liners. 
Rigid specifications are issued for all 
these items. 


Joins Dartnell 
Harry K. Goodall has joined Dart- 
nell Publications, Chicago, as classi- 
fied advertising manager of American 
Business and System. 


New Iowa Daily 
The Reporter, which has been is- 
sued weekly at Spencer, Ia., has be- 
come a daily. 


INTERNATIONAL 
Advertising Papers 


TICONDEROGA 


English Finish, Eggshell, Text, Vellum 


CHAMPLAIN 


English Finish, Eggshell, 
Supercalendered, Text 
e 


SARATOGA 
English Finish, Eggshell, 
Supercalendered, Antique Laid 
- 


LEXINGTON OFFSET 


Standard and Nine Fancy Finishes 


INTERNATIONAL 
<A COMPANY 


220 East 42nd St., New York, N.Y. 
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ADVERTISING AGE 7 


DITORS know Octavus Roy Cohen as a de- 
E pendable craftsman. Advertising men, 
who are also pretty good editors, appreciate 
his ability to write stories which they enjoy 
themselves, and which also appeal to the 
millions. 


When he was told about THIS WEEK'S edi- 
torial aims, Roy Cohen wrote, “I believe to- 


day's public will respond with enthusiasm 


to stories which are both good and brief.” 


“Rhymes and Reasons” is an example of 
how these editorial specifications work out. 
It's good — judge it yourself; and it's brief. 
Scaled to the interest of over four million 


Willie Mason, the disconsolate third baseman on the left, liked poetry. “It 
don't make a lot of sense to me,” said Willie, “but I like the way it feels.” 
Octavus Roy Cohen tells what happened to Willie in “Rhymes and Reasons,” 
which appears next Sunday in THIS WEEK. Author Cohen also shows what 
happens to his style when he plays before the Big Crowd in THIS WEEK. 


Words & Music 


homes — tuned to a faster day — 3300 words 
do the work of 5000. 


Published by twenty-one great news- 
papers, THIS WEEK naturally has a news- 
paper tempo. Its writers may use the same 
words, but the music is livelier. 


THIS WEEK'S millions might think you were 
crazy if you mentioned the “music” of THIS 
WEEK. But the readers, who never heard of 
the tempo of a publication, “like the way it 
feels.” And the circulation statements of our 
papers prove that. 


@ Grace Note to Advertisers: Just as THis WEEK gathers 
timeliness and quickened beat from its association with these 
newspapers, so advertising acquires a faster tempo in its pages 

. a lively tune scored on sales maps and cash registers. 
If you don’t see THIS WEEK regularly, please ask any office 
for the issue with ‘Rhymes and Reasons.” It’s dated July 21st. 


THIS 
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NEW YORK: 420 Lexington Ave. 


CHICAGO: 360 N. Michigan Ave. DETROIT: General Motors Bldg. SAN FRANCISCO: 111 Sutter St. LOS ANGELES: Lincoln Bldg. 
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LUX TESTS "NELL 


BRINKLEY" STYLE 


r boy friend 


(At partion, Sally's abways the ommter Her lovely yellow 


not Lus is 0 get's best friend!” 


One of the numerous new types of Lux copy now being tested in 
newspapers. 


. Joint Sponsorship 
for March of Time 


Remington-Rand, Inc., and Time 
will alternately sponsor the March 
of Time when that feature returns to 
the Columbia network in August. 

Heretofore, Time, originator of the 
feature, has been the sole sponsor. 


Carter Elected 


Louis S. Carter has been elected 
treasurer and a director of Clogston- 
Haskell-Michaelis Company, New Ha- 
ven, Conn., designer and manufac- 
turer of packages. For 15 years Mr. 
Carter was treasurer of Cheney Bros., 
South Manchester, Conn., silk goods. 


Lau Goes to Texas 


L. C. Lau, for several years adver- 
tising manager of the Shreveport, 
La., Times, on July 15 became ad- 
vertising manager of the Beaumont, 
Tex., Enterprise and Journal. 


for an outside room with 
bath, shower and radio 


at the 


HOTEL 
MONTCLAIR 


Lexington Ave. at 49th St. 
New York City 


“The Truly American Hotel 
with American Traditions”’ 


One of New York’s larg- 

est and newest hotels 
containing 800 outside rooms. 
Located in the center of the 
world’s greatest business-shop- 
ping district—the Grand Cen- 
tral Zone. 


Life, gaiety, 
Dine and Dance under 
the stars 
Two orchestras 
° 
CASINO -IN-THE-AIR 


New York's Largest Open-Air 
Roof Restaurant 


NEW FILM SHOWS 
HOW ACCIDENTS 
COME TO PASS 


Plymouth Makes Contribution 
to Safe Driving 


Detroit, Mich., July 18.—Safety as 
“Everybody’s Business” is the theme 
of a new one-reel motion picture just 
completed by Plymouth Motor Corpo- 
ration as part of a vigorous national 
campaign to teach the principles of 
safe driving to America’s motoring 
millions. 

“Everybody’s Business,” produced in 
Hollywood, has already been booked 
in over 4,000 theatres throughout 
America. It is unique in that no men- 
tion is made of the sponsor, except 
to announce that the film was pro- 
duced by Plymouth. Indirect adver- 
tising value is derived from certain 
of the sequences, in which Plymouth 
cars are used. 

Coincident with and after distribu- 
tion to theatres, the film will be used 
by Plymouth dealers and distributors, 
police departments, schools, colleges 
and clubs. It was previewed in De- 
troit this week by automobile editors, 
police officials and executives of the 
motor car industry. 


How Accidents Occur 


“Everybody’s Business” dramati- 
cally presents the major causes of 
motor car accidents by analyzing the 
reasons behind the smash-ups which 
happen with split-second quickness on 
streets and highways. It has been 
approved by the National Safety 
Council for national use under its 
auspices. 

Discussing plans for distribution 
of the picture, D. S. Eddins, presi- 
dent of Plymouth Motor Corp., said 
that the film was sponsored as an- 
other Plymouth contribution to the 
cause of safer driving, a problem of 
major importance to the future of the 
motor car industry. 

“Motor car manufacturers are do- 
ing their part with the safest motor 
cars in all motoring history,” said 
Mr. Eddins. “It is time that the mo- 
torist be educated to use these new 
engineering advances intelligently 
and with courteous regard for fellow 
motorists on the highway.” 

The Detroit office of J. Stirling 
Getehell, Inc., is in charge of the 
account. 


Bach Opens Studios; 


Meyer Directs Sales 


Oscar B. Bach has opened studios 
for creation and development of 
commercial and industrial art and 
design at 305 East 46th street, New 
York. 

Associated with him as director 
of sales is Paul Meyer, former pub- 
lisher of Theater Magazine and later 
vice-president of the World Broad- 
casting System. 


DREARINESS OF 
WOMEN'S TASKS 
MARKETING CLUE 


Miss Robertson Urges Hon- 
est Statement of Fact 


Chicago, July 18.—American women 
are excellent prospects for equip- 
ment that will relieve them of jobs 
that occur with heart-breaking mo- 
notony day after day, Kathleen Rob- 
ertson, associate editor of McCall's 
Magazine, emphasized in an address 
before a home economics conference 
here. 

If women, as purchasing agents, are 
offered such equipment, with an hon- 
est statement of honest work per- 
formed, Miss Robertson asserted, 
“their importance in a rising consum- 
ers’ market will be obvious to the 
entire electrical industry.” 

The conference was held at the 
plant of the Edison General Elec- 
trical Appliance Company, with the 
company’s home economics depart- 
ment acting as host to a large num- 
ber of university and extension home 
economics teachers. 

“Apparently as soon as there is a 
little spare cash floating around, the 
American woman thinks not in terms 
of a new overstuffed ‘suit’ of living 
room furniture on which to rest her 
weary bones, but rather in terms of 
an electrical appliance that will keep 
her bones from becoming weary,” 
Miss Robertson said. 


Give All the Facts 


“This being so, it seems to me only 
fair to treat the consumer as an in- 
telligent person, with problems that 
are her own. I think it unfair to tell 
a woman that she can iron shirts and 
children’s dresses more quickly on an 
ironer than by hand,” she continued. 
Instead, she believes, women should 
be told frankly that the time-saving 
would occur on flat work, but the 
back-saving would occur on all the 
ironing. 

There would be pleasanter feelings 
about mixers with light motors if 
women were told they would do an 
excellent job on ordinary cake bat- 
ters, but to “lay off’ fruit cakes, she 
pointed out, adding that “just because 
a machine is admirably versatile is 
no reason for making it a jack-of- 
all-trades.” 

Women’s magazines, Miss Robert- 
son said, have played a leading part 
in transforming the American home, 
and emancipating the American 
housewife from drudgery, through 
their work as liaison agents between 
women and as sources of new and 
pertinent knowledge. 


Anxious to Learn 


Lately, there has come an increase 
of buying power and a growing in- 
telligence on the part of homemakers 
in the appraisal of commodities. 
Modern women want to know how to 
make the best possible use of each 
factor that enters into homemaking, 
“whether it be a new electric sweeper, 
or a new way to persuade Johnnie 
to drink his milk.” 

The job of women’s magazines to- 
day is to ascertain what homemakers 
want, or need to know, about the new 
inventions of science and industry, 
and then to supply that information 
to them. 

Miss Robertson described McCall's 
most ambitious consumer project, a 
current study of what women want 
or need to know about electrical 
equipment. Home interviews are be- 
ing made throughout the country to 
discover how women use, misuse, or 
fail to use their electrical servants. 

Frances Weedman, Edison G-E 
home economics expert, presided at 
the conference. 


Space Salesman Suicide 

Carlo Bonaudi, 50, space salesman 
for Progresso Italo-Americano, New 
York Italian daily, shot and killed 
himself Wednesday in the safety 
deposit vault of the National City 
Bank of New York. 


SAUSAGE COPY 


‘3 Little Men’ 
Shed a Tear; 


Creator Dies 


Philadelphia, Pa., July 18.—The 
death here last week of Ray Rohn, 
former newspaperman and nationally 
known artist and cartoonist, took 
from the world of advertising the 
creator of one (or perhaps it should 
be three) of its most widely known 
and most likeable characters. 

Rohn, who died of a heart attack 
at his home in the Mount Airy sec- 
tion of Philadelphia at the age of 47, 
was the originator of the three little 
men whose shiny silk toppers, villain- 
ous mustachios and light-hearted an- 
tics have been used with such telling 
effect in newspapers and outdoor ad- 
vertising by Atlantic Refining Com- 
pany. 

Rohn had concentrated on adver- 
tising cartoons in recent years and 
was noted for the drollery of his 
characters. He maintained a studio 
in the Washington Square artists’ 
community and worked there until a 
day or two before his death. 

He was born in Defiance, Ohio, 
received his schooling and served his 
apprenticeship as an artist there, and 
began his newspaper career in Cleve- 
land. He worked for a time in Cin- 
cinnati before going on to New York, 
where he was an illustrator for Har- 
per’s Magazine, Judge, Life and other 
publications. He came to Philadel- 
phia 15 years ago and for eight years 
was attached to the art staff of the 
Public Ledger. 


Appoints Agency; To 
Continue Hunt Theme 


The Hunter Baltimore Rye Distil- 
lery, Inc., New York, has appointed 
Dorrance, Sullivan & Co. to handle 
its advertising and plans to use 
newspapers in 17 states and a list 
of national magazines during the 
remainder of summer and early fall. 

Celebrating its 75th anniversary 
this year, the firm plans to retain 
in all future advertising its slogan, 
“first over the bars’ and trade-mark, 
the hunter on horseback, both fea- 
tured for years before prohibition. 


Buy “Almanac” 


Publication rights in The Old Farm- 
ers’ Almanac, published during the 
last three years by the late Col. Car- 
roll J. Swan, have been acquired by 
Little, Brown & Co., Boston. The al- 
manac’s 143-year old traditions, even 
to typography and format, will be 
conserved, according to the new pub- 
lishers. 


Ewald Elected Director 


Henry T. Ewald, president of the 
Campbell-Ewald Company, Detroit, 
has been elected a director of the Chi- 
cago, Duluth & Georgia Bay. Transit 
Company. 


PRODUCERS OF 
SAUSAGE START 
JOINT EFFORT 


Milwaukee Scene of Cooper- 
ative Campaign 


Milwaukee, Wis., July 18.— De- 
signed to secure a greater percent- 
age of the existing sausage market, 
as well as to expand the total, the 
Milwaukee Sausage Manufacturers’ 
Association has launched an adver- 
tising campaign which is scheduled 
to run one year. 

The association is composed of 
ten sausage manufacturers, each of 
whom has affixed his signature to 
the pledge that “the sausage manu- 
facturer whose name is listed above 
is a member of an association formed 
in the mutual interest of the dealer, 
the consuming public and the legiti- 
mate manufacturer who is desirous 
of maintaining a high standard of 
quality in sausage.” 

The campaign, featuring the seal, 
“Our Guarantee of Purity,” makes it 
compulsory for members to adhere 
to high standards, since violation 
would cause withdrawal of the mem- 
ber’s seal and subject him to,a 
public newspaper announcement that 
he had been denied use of the ,em- 
blem. 

Newspaper copy will run at least 
once a week in 560 lines. In addi- 
tion illuminated painted bulletins, 
located at strategic traffic intersec- 
tions are being used. 


Quality Is Stressed 


The copy theme is a delicate one, 
inasmuch as competitive negative 
copy would tend to throw suspicion 
on all sausage. As a result, there 
has been a careful handling of qual- 
ity appeal with headlines such as 
“You're Sure It’s Pure,” “Think 
Twice About Price,” and “The Sau- 
sage You Eat Is as Good as It’s 
Meat.” 

Each manufacturer maintains his 
own identity, the tags attached to 
the sausage in red, white and blue, 
carrying the individual manufactur- 
er’s seal on one side and the as- 
sociation emblem on the other. The 
dealer is tied into the campaign with 
decalcomanias for window display. 

The campaign, running exclusively 
in the Milwaukee Journal, is being 
placed by Neisser-Meyerhoff, Inc., 
with George Grabin as account ex- 
ecutive. Manufacturers participat- 
ing are Harry Ziemer Company, 
Badger Sausage Company, Weisel 
& Co., Chas. Hess Sausage & Pro- 
vision Co., Alvin Wagner, Fred E. 
Lins, Inc., Frank & Co., Milwaukee 
Sausage Company, Emil Noehre 
Company and Schaaf Sausage Com- 
pany. 


Start Colorado Net 


The Colorado Radio Network has 
been organized with KFEL-KVOD, 
Denver; KVOR, Colorado Springs, 
and KGHF, Pueblo and Grand Junc- 
tion. Construction work is now in 
progress and operations will begin 
Sept. 1. General offices are in the 
Albany Hotel, Denver. 


Grooms Comb Campaign 


Lindholm Company, manufacturers 
and distributors of the Evans Elec- 
tric Comb, and its agency, Kelly, 
Nason & Roosevelt, are preparing 
schedules for a national newspaper 
and magazine campaign. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘ Reserve Illustrations." Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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THE BOX SCORE 


How the thousands of housewives 
of Boston and suburbs answered, in writ- 
ing, the question: 


“Which Newspaper Do You 
Usually Read When Making 
Up Your Grocery Order?” 


(CHECK ONE) 


Morning .. Evening .. No newspaper .. 
PERCENTAGES 


fe Mewepaper Newspaper 

MORROR 6.00 cases 5$ 32 15 
Arlington ...... 49.8 29.8 20.4 
Belmont ....... 47 26 27 
Braintree ....... 45.1 38.4 16.5 
Brighton ....... 58.3 30 11.7 
Brookline ...... 57 29 14 
Cambridge ..... 51.6 27.3 21.1 
a 51.4 30.5 18.1 
ee 60 35 2 
Dorchester ..... 53.6 35.6 10.8 
po ae 64 26 10 
Bere 36 52 12 
MER. s cs-aeleoa 49 36 15 
Medford ....... 54.8 33.3 11.9 
Melrose ........40 30 30 
Milton .........543 27.4 18.3 
EE ies wide 52 35 13 
Needham ....... 42 30 28 
Newton ........ $1 27 22 
6 ee 48 37 15 
Revere ......... 50 36 14 
ee 45 42 13 
Somerville ..... 61 28 11 
Stoneham ...... 60.2 23.8 16 
WARREN o. 0000 41 47 12 
Watertown .....41 41 18 
Wellesley ...... 44 40 16 
Winchester ....55 27 18 
Winthrop ...... 52 32 16 
AVERAGE ...50.3 33.8 15.9 


All the Above Cities and Towns Are in 
Metropolitan Boston (13-mile radius) 


Statistics compiled from a newspaper 
reader survey independently conducted 
by— 

CONSUMER SURVEYS 

177 Milk Street, Boston 


The Boston Post has by 
far the largest net paid 
daily circulaton in New 
England. 


a MORNIN 


say a big majority of 
(GREATER BOSTON women 


—many thousands say so emphatically—by answers in 
their own handwriting, from their own homes with 
names and addresses—uninfluenced, unbiased, reliable. 


A careful, accurate consumers survey of the buying habits of Greater 
Boston women has just been completed by a well-known, thoroughly ex- 
perienced Research Organization, in which the women were asked: “Which 
newspaper do you usually read when making up your grocery order? 


(check one) MORNING ... EVENING ...NO newspaper... .” 
g 4 per cent of the women newspaper readers in the 

forty cities and towns which comprise Metropolitan 
Boston, said they make up their grocery orders from adver- 


tisements in newspapers; 16 per cent said they used no news- 
paper for the purpose. 


60” 


Boston women are intelligent and consistent in their buying habits, traditionally 
thrifty and keen. The fact that such an overwhelming proportion of them definitely 
stated a newspaper preference in their daily buying proves that they are a ready audi- 
ence for newspaper advertisers. 


of the 84% who buy from News- 
papers stated they make up their 
orders from a MORNING newspaper. 


In all the suburbs of Boston where the higher incomes prevail and the women have 
more time to take over the buying problems of their families, the percentages for a 
MORNING newspaper are even greater than the general average. In Lynn, the only 
decidedly EVENING paper city, the buying habits of many women are undoubtedly 
affected by their employment in shoe factories and the large General Electric plant. 


This latest survey proves again that Boston, one of the most important markets in the 
United States, is unquestionably a MORNING newspaper community. In this desirable 
market there is ONLY ONE OUTSTANDING MORNING NEWSPAPER— 
The Boston Post. A dependable, home-delivered MORNING paper with only ONE 
edition, which reaches its readers just before the day’s buying plans are made. It is 
the PREFERRED newspaper among all the women newspaper readers who live here. 
You can do your best selling job through the advertising columns of The Boston Post. 


be Boston Post 


AVERAGE NET PAID DAILY CIRCULATION 


342,949 


Morning Herald. .122,927 
Morning Globe.. .128,404 
Evening Globe. . . 133,192 
Evening Traveler 169,891 


, For the Month of June the Boston Daily Post gained 16,966 copies per day over June, 1934, and 
i the Boston Sunday Post gained 11,424 coples without premiums, contests or ““samples.”’ 
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The Classified Advertiser Knows 


Figures on newspaper advertising | 
in 84 cities, reported by Media| 
Records and analyzed by ADVERTISING | 
AcE in our July 15 issue, revealed | 
an interesting fact, which it seems | 
to us is more significant than may | 
have been thought. It is the re- 
markable increase in classified ad- 
vertising volume, which is running 
ahead of 1934 by a margin of over) 
16 per cent. 

Classified advertisers used about 
4,000,000 more lines of space in June 
of this year than a year ago, 
and it was their increased advertis- 
ing activity which enabled newspa- 
per volume for June to show a gain 
as compared with 1934, since both 
retail and general lineage was off. 

Further study of the classified fig- 
ures shows that both domestic and 
commercial sources of business have 


been responsible for the heavy 
gains. Help Wanted, for example, 
has been substantially increased, 


while real estate, automotive and 
other commercial classifications have 
gone ahead in impressive style. The 
fine sales record of the automotive 
industry this year has resulted in 
many more used cars being placed 
on the market, and this has given 
classified advertising a greater 
chance, while the come-back of real 
estate and building explains the in- 
creased activity in this field. 

The classified advertiser is not 
necessarily small in size of business, 
as many advertisers who use classi- 


fied exclusively are big operators in 
every respect. However, it is true 
that the smaller advertiser finds the 
classified advertising sections of the 
daily newspapers a direct channel 
to the market he is shooting at, and 
that because of its relatively limited 
cost he is able to use it whenever 
returns justify the investment. 

Classified advertisers shoot at im- 
mediate results; there is no consid- 
eration of prestige or reputation- 
building. The classified advertiser 
knows by the immediate response to 
his message whether or not it is 
going to pay him; and the increased 
use of classified advertising there- 
fore is an accurate indicator of im- 
proving business, since these adver- 
tisers are now getting results which 
have justified an increase in one 
month of nearly 4,000,000 lines in 
84 cities alone. 

General advertisers who may have 
been somewhat intimidated by the 
startling proposals regarding new 
legislation emanating from Wash- 
ington, and who are wondering what 
the future may hold, should take 
courage from the classified adver- 
tiser. This modest but important 
member of the advertising family 
is flying the signals of success, be- 
cause he has determined by actual 
test that business is really better, 
and that those who go out for it, 
and who make known their goods 
and services to those who can use 
them, will get action. 


Business Papers and Politics 


A valued subscriber presents this 
question: 

“Is it the policy of ADVERTISING 
Ace to take sides on _ politico-eco- 
romic questions that importantly 
affect large portions of our national 
population?” 

Our answer is that if political 
action affects marketing and adver- 
tising, it is our duty to express our 
opinion, if we have one, and it may 
be added that business papers 
should be qualified to have definite 
opinions on the subjects which af- 
fect the interests of those to whose 
service they are devoted. 

Politics in the partisan sense 
should not be the concern of busi- 
ness publications; but politics in 
the broad sense of governmental 
activities should concern business 
papers to the extent that these 
activities affect business. At present 
government is concerning itself with 
business to a greater degree than 


ever before, and is introducing new 


economic policies as a vasis for po- 
litical action. Obviously these poli- 
cies are of great importance to 
business, to advertisers and to the 
public, and it is for that reason that 
ADVERTISING AGE has discussed them. 

We feel that business men have a 
right to look to the business press 
for informed and intelligent discus- 
sion of public questions which affect 
their interests. There are some 
business publications of a highly 
technical character, whose readers 
are more interested in their inter- 
pretation of engineering and related 
subjects than those of an economic 
character; but they are in the 
minority. 

Today’s contacts between politics 
and business involve so many fun- 
damental questions, affecting all 
kinds of business activities, that 
business papers must be prepared to 
deal with them. That, at = all 


events, is the policy of ADVERTISING 
AGE. 


THE ENTERPRISIN 


Call up Station XYZ and tell ‘e 
dandy sou 


G SHOE DEALER 


—Boot & Shoe Recorder. 


m we have a pair that'll give ‘em 
nd effects." 


Pictures Do Job for 
Cincinnati Florists 
To the Editor: That flowers sell 
themselves, if well reproduced, is the 
conclusion of the Allied Florists’ 
Association of Cincinnati. 
The association has brought a 
marked increase in business to its 


EASTER 


a | 
COMPLETE 


with FLOWERS 


we SEE YOUR ALLIED FLORIST TODAY ........ «ss see 
We Plewers delivered anywhere by telegraph -— quickly -—- safely — surety 
te ALLIED FLORISTS’ ASSOCIATION OF CINCINHATI AND ‘VICINITY 


The lily requires no gilding with 
words, the agency contends. 


members through the use of fairly 
large newspaper space, with a photo- 
graph of flowers the dominating fea- 
ture. Short, forceful copy suggests 
the purchase of bouquets for every 
occasion. 
H. G. KEELOor, 
Keelor & Stites Company, 
Cincinnati. 


* * 


Dailies Added Spice 
to Federation Meet 

To the Editor: For the convention 
dailies and the special handling of 
convention news in your regular 
issues, and for the helpful support 
which you are continually giving to 
the Federation and all of its activi- 
ties, accept my sincere -thanks. 

Everything you have done along 
this line has been deeply appreciated. 
We have received much praise on the 
success of the convention and we can 
only hope that you were pleased with 
its outcome. 

EARLE PEARSON, 


Advertising Federation of America, 
New York. 
-~ Vf 


No Living 
To the Editor: One of the articles 
about contests that “takes the cake” 
was published by American Mercury 
and reprinted by ADVERTISING AGE. 
The author, Miss Stern, talking of 
professional contestants, said that 
“about 50,000 of them actually make 
a living by their winnings.” Con- 
testing may have helped 50,000 un- 
employed partly make their living, 
but we challenge Miss Stern to list 
100 or 25 persons who actually make 

a living through contests. 
This is not to belittle contests and 
we disagree with Miss Stern's state- 


Voice of the Advertiser 


|ment that “many sponsors feel that 
jcontests are a waste of time and 
/money.” 

If contests do not pay, will some- 
one please tell General Mills, Procter 
& Gamble, Colgate-Palmolive-Peet, 
Pepsodent, Seminole Tissue, etc. They 
seem to think that a couple of million 
entries mean something. 


CasEY BARAN, 
Contest World, Buffalo. 


oo 


Export Manager Gets 


First-Hand Evidence 

To the Editor: This is being writ- 
ten from a room in the Hotel Ontario, 
Mexico, D. F. I have been “doing 
the tropics” for several weeks and 
the trip, more than any I have taken 
in my sixteen years of traveling, em- 
phasizes the necessity of export ad- 
vertising managers doing some field 
work. 

It might not be amiss even if do- 
mestic advertising managers visited 
ja few of their foreign customers. I 
have noted a few oddities which 
prove the point. 

One of our largest manufacturers 
of safety razors evidently doesn’t ap- 
| preciate the value of window displays 
which speak the language of the 
residents. In Colombia I noticed sev- 
eral printed in English. 

A large furniture store in Mexico 
|City shows a bedroom suite nicely 
arranged in the window, and as a 
|finishing touch, a beautiful dummy 
|(feminine, of course) sits at the 
\dressing table. In my _ estimation, 
|this enhances the value of the display 
| 100 per cent. 

| General Electric, Eastman Kodak, 
| Westinghouse and others have win- 
dow signs, posters, and neon signs 
|through South America, making the 
| American traveler feel quite at home 
jand impressing him with the ag- 
|gressiveness of these large American 
| advertisers. 
| Street hawkers are present in 
\South American cities in greater 
numbers than we have ever seen be- 
fore. They line the curbs, selling 
jevery conceivable product from pea- 
nuts to shoes. 


E. J. HEmMer, 
Barrett-Cravens Company, 
Chicago. 
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Taking the Pain 


Out of Surveys 

To the Editor: While our re 
search director is out in Colorado, 
wondering if heavier clubs would 
cure that slice, we've seized the 
chance to publish a book without a 
single statistic, not even one lonely 
percentage. 

Not that we haven’t lots of nice 
new shiny figures champing to make 
their debut, but we thought it would 
be refreshing to send you a piece con- 
taining nothing for your adding ma- 
chine operators to grapple with. 

Just to veer still further from 
precedent, we’ve printed “What Does 
Jake Think?” on wrapping paper and 
bound it in burlap. 


GErorRGE Bisur, 
Columbia Broadcasting System, 
New York. 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


778. If You Want to Ride Herd on 
the Arizona market—” 

Having “Arizona Al” tell the story, 
Station KTAR, of Phoenix, has is- 
sued this booklet describing the rise 
of the market represented by that 
city. Just to attract attention, the 
station has put a metal cover on its 
promotion piece. A companion has 
been issued in the form of a roto- 
gravure section showing some of the 
attractions of Phoenix. 


779. $92,000,000. 


This booklet in color, issued by the 
Chicago Tribune, is an analysis of 
department store advertising in Chi- 


cago, showing the media used by 
each prominent store from 1924 
through 1934. 

780. “This Chair Reserved,” 


This is a unique personalized anal- 
ysis of farm income issued by Suc- 
cessful Farming. The cover shows 
two men in a lounge car, with a 
third chair vacant, reserved for any 
analyst who cares to listen. A num- 
ber of authorities are quoted as to 
the general improvement in farmers’ 
finances, while specific figures are 
given for each section of the country 
in another mailing piece which is 
also available. 


781. Discoveries and Inventions 
Through the Ages That Have Made 
Today's Fine Printing Possible. 

A series of advertisements which 
have appeared during the past eigh- 
teen months in behalf of Kleerfect, a 
sheet manufactured by Kimberly- 
Clark Corporation, has been put be- 
tween hard covers for those interest- 
ed in good printing. All of the ad- 
vertisements are in color and the 
series constitutes an authentic his- 
tory of the development of the art 
of printing. 


782. Cars Owned by Wisconsin Doc- 
tors. 

This survey was made by Wiscon- 
sin Medical Journal. It shows the 
automobile buying habits of physi- 
cians of that state. 


No. 755. Advertise! 


A booklet on the purposes of ad- 
vertising, written in inspirational, 
dynamic style by James Mangan, and 
published by Collins, Miller & 
Hutchings, Inc., engraver. 


No. 772. Tracking Down Recovery in 

Residential Building. 

The first of a series of four bulle- 
tins, ‘Tracking Down Recovery,” has 
been released by Dedge Statistical Re- 
search Service. It tells why “it 
begins to look as if the long-expected 
revival of residential building had 
definitely arrived.” 


No. 716. This Is a Sort of Journey 
I Never Thought to Go. 


The most stimulating background 
for effective advertising is powerful 
fiction, this Cosmopolitan presenta- 
tion declares. Cited as one example 
is the story contained in the well- 
known poem “Over the Hill to the 
Poorhouse.” 


No. 734. NBO Network Aireas. 


The National Broadcasting Com- 
pany presents in this volume figures 
and maps showing the number and 
location of radio families reachable 
through each of the NBC networks, 
red, blue, supplementary and Pacific 
coast. To furnish this data, two si- 
multaneous surveys were conducted, 
an engineering study of field 
strength, and an audience response 
study. The results of these studies 
were coordinated, to determine audi- 
ence location and density. For the 
first time, a complete total figure of 
“potential circulation” in the zones 
influenced by each NBC network and 
group is given. The book is a graphic 
presentation of data long awaited bv 
advertisers. 
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July 22, 1935 ADVERTISING AGE 


THE FARM JOURNAL, America’s 


national farm magazine, - 
announces that:— 


Graham Patterson, formerly President 


of the Christian Herald, is now President 


and Publisher of The Farm Journal. 


Mr. Patterson has surrounded himself 
with a group of editors in step with the 
remarkable growth and changes in the 


farm field. 


For adequate service to its advertisers, 
fully equipped offices have been opened 
in New York, Chicago and Detroit, as 
well as Philadelphia. 


Each week, The Farm Journal will in 


this space publish its many new features. 


FARM JOURNAL 


WASHINGTON SQUARE, PHILADELPHIA, PA. 


NEW YORK CHICAGO DETROIT 
420 Lexington Ave. 180 No. Michigan Ave. General Motors Bldg. 


Pacific Coast Representatives: W. F. Coleman 


Seattle San Francisco Los Angeles 
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July 22, 1935 


MEDIA RECORDS 
SHOWS LEADERS 
FOR FIRST HALF 


‘Washington Star’ Leads 
in Total Display 


New York, July 18.—The New York 
News was the leader in total display 
advertising among week-day morning 
papers for the first six months of 
1935, according to a tabulation by 
Media Records, Inc. Among week- 
day evening papers, the Washington 
Star was first in total display, while 
the New York Times led in the Sun- 
day field. 

The New York News also led all 
week-day morning papers in total ad- 
vertising, including both display and 
classified. The Washington Star 
ranked all week-day evening papers 
in this respect, while the New York 
Times carried the largest lineage in 
the Sunday field. 

The Chicago Herald and Examiner 
was the leader among week-day morn- 
ing papers in classified advertising. 
The Toronto Telegram led week-day 
evening papers in classified, while the 
Detroit News was first among Sun- 
day papers. 


Leading Morning Papers 


The New York News carried 5,796,- 
300 lines of display during the first 
six months of 1935 to lead all morn- 
ing papers. It was followed by the 
New York Times, with 4,372,657 lines; 
Boston Herald, with 4,309,646; Chi- 
cago Tribune, with 4,309,228; and 
Wilkes-Barre Record, with 4,031,750. 

The next five leaders in total dis- 
play lineage among morning papers 
were the New Orleans Times-Pi- 
cayune, Johnstown Democrat, Mem- 
phis Commercial-Appeal, Louisville 
Courier-Journal and Omaha World- 

Id. 

"ae Washington Star carried 7,071,- 
659 lines during the first half of 1935 
to lead all week-day evening papers. 
The Toronto Star was second with 
6,231,217 and the Pittsburgh Press 
third, with 6,222,867. Next came the 
Montreal Star, with 6,056,088 and the 
New York Sun, with 5,870,260. 

These papers were followed in or- 
der by the Hartford Times, Detroit 
News, Providence Bulletin, Torento 
Telegram, Philadelphia Evening Pub- 
lic Ledger and the Newark News. 


In the Sunday field, the New York |_ 


Times total display lineage was 3,186,- 
458, to top all contemporaries. The 
Chicago Tribune came second with 
2,465,663 and the New York News 
third, with 2,441,970. Next came the 
New York Herald Tribune, with 
2,384,197, and the Philadelphia In- 
quirer, with 2,208,398. 

Following in order were the Bal- 
timore Sun, Cincinnati Enquirer, 
Washington Star, Cleveland Plain 
Dealer and Los Angeles Examiner. 


Analysis of Classified 


The Chicago Herald and Examiner 
carried 1,828,827 lines of classified 
advertising during the first six 
months of 1935 to lead in the week- 
day morning field. The Los Angeles 
Times ranked second, with 1,586,103 
lines; New York American, third, 
with 1,458,019 lines; Chicago Tribune, 
fourth, with 1,383,975; and Los An- 
geles Examiner, fifth, with 1,316,369. 

The next five papers in the list 
were San Francisco Examiner, New- 
ark Ledger, Rochester Democrat € 
Chronicle, Seattle Post-Intelligencer 
and New York Times. 

The Toronto Telegram was the 
classified leader in the week-day 
evening field, with 1,909,242 lines. 
The Toronto Star came second, with 
1,696,987, and Newark News third, 
with 1,275,147. The Detroit News 
ranked fourth, with 1,154,169, ana 
the Washington Star, fifth, with 
1,089,906. 

Following in order were the Oak- 
land Tribune, Brooklyn Eagle, Akron 
Beacon-Journal, Milwaukee Journal 
and Chicago Daily News. 

In the Sunday classified field, the 
Detroit News was the leader with 


1,090,531. The St. Louis Post-Dis- 
patch stood second, with 966,972, and 
the New York Times third, with 877,- 
253. The Chicago Tribune carried 
726,889 lines of classified to rank 
fourth in the Sunday field, while the 

Chicago Herald and Examiner was 
fifth, with 680,344. 

Next came the Cincinnati Enquirer, 
New York American, Philadelphia 
Inquirer, Los Angeles Times and 
Pittsburgh Press. 


Enslow Advanced 


L. H. Enslow, water works engi- 
neer and for many years editor of 
Water Works and Sewerage, has been 
elected vice-president of Gillette Pub- 
lishing Company, Chicago. Mr. En- 
slow will continue as editor of Water 
Works and Sewerage. 


Coast Lord & Thomas 
Gets Jell Account 


Effective Oct. 1, The Jell-Well 
Dessert Company has retained the 
Los Angeles office of Lord & Thomas 
to handle its newspaper, magazine 
and radio advertising. 

Advertising will be released in the 
11 Western States. Copy will con- 
tinue to advertise “cube-flavored” 
Jell-Well, improved gelatin dessert, 
and Jiffy-Lou, custard-like dessert. 


N.P.A. Dates Set 


The sixteenth annual meeting of 
the National Publishers Association, 
Inc., New York, will be held at Buck- 
wood Inn, Shawnee-on-Delaware, Pa., 
Sept. 10 and 11. State and federal 
legislation, and other matters of im- 
portance to periodical publishers, will 


be discussed. 


Camay Annuity 
Again Heralded 
In Newspapers 


Cincinnati, O., July 18.—A nation- 
wide newspaper campaign this week 
heralded the second life annuity con- 
test of Camay soap, Procter & Gam- 
ble product. The company is offer- 
ing $1,000 a year for life for the best 
slogan of ten words or less. Second 
prize is $500 a year for life, and 
third, $100 a year. Many other 
prizes are also listed. 

Last year’s contest was won by 
Helen Duncan, commercial artist of 
Chicago, who received her initial 


check of $1,000 at Christmas. 
Slogans will be judged by Katha- 
rine Clayberger, associate editor, The 
Woman’s Home Companion; Hilde- 
garde Fillmore, beauty editor of Mc- 
Call’s Magazine, and Ruth Murrin, 
beauty editor of Good Housekeeping. 
Pedlar & Ryan, New York, are in 
charge of the current campaign. 


Dairies Want to Sell 
Good Orange Drink 


A survey just concluded by Milk 
Plant Monthly among its readers in- 
dicates a keen interest in selling a 
good orange drink. Approximately 
half of the milk dealers answering 
the publication’s query on the subject 
are now or will be producing, bottling 
and selling an orange drink this 
summer. 


“Where did you get that recipe, Mrs. 
Rogers?” “Why, from Prudence Penny 
in today’s Women’s Page.” 


LOS 


ANGELES 


EXAMINER 


Lea TW UDR ELS HLL EUAN PL os 


“Today’s Sports Section says that Eddie am the 
Cascades Cup.” 


MILLIONAIRE 


that is the STRENGTH 


, manager’s problem. 


of refreshment. 
most easily made. 


are reading the local news . 


E thumbnail conversations in this advertisement are 
important. Actually, they reach directly into every sales 


For Mrs. Rogers is going to buy some brand of food prod- 
uct to make her new recipe. While “Eddie” is a topic of 
conversation at the local club, the boys are drinking some 
brand of beverage. Cecile’s friends are serving some brand 
But whose brand? and when is the sale 


Isn’t it logical to talk to people at the same time that they 


- on the spot to “talk up” 


your brand when you know it will do the most good, 


It is true, these thumbnails hold good all over the country, 
but they take on special significance in the three Coast 


areas of Southern California, Northern California and the 


Seattle Market Box. . 


SAN FRANCISCO 


EXAMINER 


NATIONALLY REPRESENTED BY 
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ADVERTISING AGE 


Urge Coca-Cola 
For Breakfast 
In New Attack 


Atlanta, Ga., July 18.—‘‘Refresh- 
ing as a morning breeze—ice-cold 
Coca-Cola with your breakfast.” 

This caption on an advertisement 
appearing in the August issues of 
several women’s magazines indicates 
a new line of attack by the Coca- 
Cola Company, earnings of which 
were not only not affected by re- 
peal of prohibition, but apparently 
have actually been given tangible 
assistance. 

With Coca-Cola the favorite bev- 


erage of millions, the company evi- Newspaper Buys 


dently decided that there was no 
reason why this perennial favorite 
should not push the coffee-pot off | 
the breakfast table. Perhaps the | 
forthcoming campaign of the coffee | 
roasters of the country has some- | 
thing to do with the current adver- | 
tising, which continues: 


Urges Home Use 


“Watch that delightful surprise 
which comes when someone tries 
ice-cold Coca-Cola at breakfast for 
the first time. When days are hot, 
Coca-Cola is cold—ice-cold. When 
weather is depressing, Coca-Cola is 
refreshing—so refreshing.” 

A line at the bottom said: “Ice- 
cold Coca-Cola is every place else— 


it belongs in your ice-box at home.” 


Denver Station 


Sale of KLZ, CBS outlet in Denver, 
to the Oklahoma Publishing Com- 
pany of Oklahoma City, has been ap- 
proved by the Federal Radio Commis- 
sion. Mrs. Naomi Bengston, 
owner of KLZ, has sold her stock to 
E. K. Gaylord and Inez K. Gaylord 
of the Oklahoma Publishing Com- 
pany, which, in addition to owning 
WKY, Oklahoma City, publishes the 
Daily Oklahoman and Times. 

Mrs. Bengston will remain as man- 
ager. 


W. W. Matos Dies 


William Warder Matos, 63, head of 
Matos Advertising Company, Phila- 
delphia, which he established 30 
years ago, died of heart disease July 
11 at his home at Swarthmore. 


sole | 


Chirurg Agency Gets 
Apexior Account 


The Dampney Company of America, 
Hyde Park, Mass., maker of Apexior, 
brush-applied surfacing material for 
the water side of boiler tubes and 
drums, has appointed James Thomas 
Chirurg Company, Boston, to handle 
its advertising. 

An intensive field survey, including 
power plant, public utility marine 
and railway markets, will be con- 
ducted. Business publications and 
direct mail will be used. 


Radio Bill Passed 
The Wisconsin senate on July 12 
reversed its earlier decision and 
passed the Griswold radio bill, which 
appropriates $60,000 a year for a 
state-wide radio hook-up’ which 
would utilize private stations. 


For these areas are completely dominated by three great 
Hearst Sunday newspapers, read by more than half of all 


families . 


. with more readers in the combined cities, in 


their suburbs, and in the country than any other papers. 


These three dominating Sunday papers . . 


. the Los An- 


geles Examiner, San Francisco Examiner and Seattle Post- 
Intelligencer, add even to the selling value of local news. 


They make possible the extra shock factor of COLOR, in 


the regular black-and-white pages . 


. . Color in units of 4% 


page or larger, contrasting sharply with the black printing 


beside them . 
more telling hues. 


. Color to depict product and argument in 


This service is offered DAILY and SUNDAY by the Los 


Angeles Examiner, San Francisco Examiner and Seattle 


Post-Intelligencer. 


SEATTLE 


“It said on 


crops are going to 
for higher prices.” 


the front 
page of today’s paper that 


sell 


“My dear, have you heard about Ce- 
cile?” “Of course, it was in today’s 
Society Section.” 


Rates and circulation break-down, as 
well as records of sales-success with 
SPOT COLOR, will be furnished upon 


request. 


POST-INTELLIGENCER 


HEARST INTERNATIONAL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 


SALES MEETING 
HELD FAR FROM 
MADDING THRONG 


New York, July 18.—The Under- 
wood Elliott Fisher Company is con- 
vinced that a “sales camp” at a de 
luxe camp site, where salesmen may 
enjoy the thrills of sport between 
business sessions, has far more ad- 
vantages than the time-honored 
sales convention at metropolitan ho- 
tels. 

Two hundred and thirty members 
of the company gathered at Mon- 
tauk, Long Island, recently for a 
business pow-wow and de luxe va- 
cation combined. Business sessions 
were held in a large, airy indoor 
tennis court. Lest star salesman 
Jack become a dull boy, ample time 
was provided for golfing, swimming, 
baseball and fishing. And a profit- 
able week was had by all, accord- 
ing to F. F. Wright, U-E-F general 
sales manager. 

The sales camp idea originated 
with P. D. Wagoner, president of 
the present company, when he was 
head of the Elliott-Fisher Company. 
Sales camps of that organization 
were held in 1922 and 1923 at the 
Thousand Islands and in 1924 at 
Sturgeon Bay, Wis. 

Because there has been no over- 
all sales meeting of the business 
machines company since its forma- 
tion in 1929, and because the com- 
pany has been busy completing con- 
solidation of the sales organization, 
this year was chosen as the logical 
time for such a meeting. 


Make Early Start 


With “On to Montauk” as the 
theme song, the company started a 
periodic mailing early in 1935 of 
broadsides, folders, and letters, to 
whet the enthusiasm of every man 
in the organization for the coming 
sales camp. Competition for mem- 
bership in the company’s All-Star 
Salesmen’s -Club was also tied in 
with the promotion. 

Before leaving New York June 23, 
the entire camp enrollment was di- 
vided into two Indian tribes, the 
Montauks and the Rockaways. As 
announced prior to departure, all 
sports activities were conducted on 
an “inter-tribe” basis, with a trophy 
for the winning tribe. 

Around a camp-fire each night, 
the men listened to interesting, in- 
formal histories of the various com- 
panies which were combined in the 
Underwood Elliott Fisher Company. 

Taps was sounded at 11 each 
night, and reveille awoke the men 
at 7 in the morning. The morn- 
ing hours were devoted to business 
sessions, the afternoons to recrea- 
tion. A steamer trip and visits to 
the company’s factories at Hart- 
ford and Bridgeport were highlights 
of the week. 

At the president’s dinner Friday 
night, everyone donned Indian head- 
gear, and the dining room was deco- 
rated with tepees and other fittings. 
The outcome of the week’s ath- 
letic activities were announced and 
prizes were awarded. 

“T am convinced that dollar for 
dollar and man for man, the sales 
camp is much more effective than 
the sales meeting held in a city 
hotel,” Mr. Wright said, comment- 
ing on the camp meeting. “Out in 
the open, far from the business 
scene, men have an opportunity to 
‘be themselves.’ 

“The restraints of urban life are 
cast aside, the men have a chance 
to work and play together and they 
go back to their territories renewed 
in body and spirit, ready for a sum- 
mer of intensive work instead of 
with the feeling that they have been 
dragged through a knothole, and 
that they will need a month to re- 
cuperate from a week of strenuous 
living.” 


Wolaver Re-Opens Agency 


E. D. Wolaver has again estab- 
lished his agency, E. D. Wolaver Ad- 
vertising Agency, at the former ad- 
dress, 750 Prospect Ave., Cleveland. 
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Stone Wright Studios 
Expand Organization 
An enlarged division for creation 
and preparation of advertising art, 
photography, package design and 
product development has been es- 
tablished by Stone Wright Studios, 
221 Fourth Ave., New York, a divi- 
sion of Electrographic Corporation. 
Creative work will be supervised 
by Stanley Nowak, general sales man- 
ager of Electrographic Corporation. 
The division will be managed by 
Richard Kane, formerly with Calkins 
& Holden and Blackman-Ross, and 
more recently with J. Walter Thomp- 
son Company, Chicago. 


Glenmore Files Suit 


Glenmore  Distilleries Company, 
Inc., Louisville, Ky., filed suit July 6 
in the United States District Court 
at Louisville, seeking to enjoin the 
use of a whisky label, picturing a 
pair of dice, by National Liquor Dis- 
tributing Corporation, Covington. The 
Louisville concern contends that the 
Covington company has infringed on 
its trade-mark by using a_ similar 
label. 


“News” Invites Tourists 

The Atlantic City News recently 
printed a 24-page “Sunshine Edition” 
as a supplement to its regular edition, 
and mailed 20,000 copies throughout 
the country. The supplement fea- 
tured the resort’s sun-sea-air advan- 
tages. 


EXPERTS TELL 
HOW FURNITURE 


SHOULD BE SOLD 


Summer Conference Is Held 


in Chicago 


Chicago, July 18.—More aggres- 


sive, more carefully planned adver-| J. M. 


tising is essential, if the furniture 
industry is to obtain a greater share 
of the consumer’s dollar, declared 
speakers at the summer merchandis- 
ing conference of the National Re- 
tail Furniture Association, held at 
the American Furniture Mart here 
Tuesday and yesterday. 

Furniture advertising executives 
from almost every section of the 
United States attended the confer- 
ences, the second series to be spon- 
sored by the Association this year. 
The previous one was held in New 
York in April. 

Steps for improvement of mer- 
chandising and advertising, as indi- 


cated by various speakers, included 
greater cooperation between retailer 
and manufacturer, and renewal of 
consumer confidence through elimi- 
nation of deceptive advertising. 

“National Furniture Week,” to be 
staged by the National Retail Fur- 
niture Dealers Association Sept. 30- 
Oct. 5 received praise from speak- 
ers. The week will be the furniture 
industry’s bid for increased atten- 
tion from the public. 

The event will have the backing 

lof the National and Southern Fur. 
‘niture Manufacturers’ Associations, 
and the National Wholesale Furni- 
ture Salesmen’s Association, among 
other groups. 
Bachrach, president, Na- 
tional Wholesale. Furniture Sales- 
men’s Association, Pittsburgh, de- 
scribed a successful miniature Na- 
tional Furniture Week conducted re- 
cently by the Furniture Club of 
Pittsburgh. In the Pittsburgh event, 
he emphasized, dealers preferred to 
stress furniture values during the 
campaign, rather than style. 


Big Gain in Demand 


Trade statistics show that the fur- 
niture business for the first five 
months of 1935 was 33% per cent 
over last year, declared Hazel K. 
Kraus, director, Metro Furniture 
Service, New York. Confidence and 
aggressive advertising are needed, 


reap tHE Atlantic 


50 times in March alone the papers of Cleveland 
printed news items written around the names of 


Atlantic subscribers — ines which classified 


these men and women as leaders 


Severance Hall Meeting Is 
Target of Vote Against 
Non-Arms Bearers. 
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And a total of 214 news stories carried 
names which give factual evidence that 
Atlantic subscribers are people of domi- 


Cleveland! 


activities as well. In fact, these 


clippings contain the names of one out of 


680 Atlantic subscribers in 


If you want to reach people of importance 
in every major market of America, use 
The Atlantic. 


Page rate, $420. 


“Atlantic Monthly 


BOSTON + NEW YORE 


* CHICAGO + 


LOS ANGELES * 


MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


IT LOOKS COLD 


Frosted bottle adopted by Milson 

Co., Cincinnati, for its dry gin. 

U. S. Advertising Corp., Toledo, 
handles the account. 


she said, to take advantage of this 
improved situation and the FHA 
program, which has made the na- 
tion “home-conscious.” 

It pays to cultivate manufacturers’ 
salesmen, asserted John A. Leith, of 
Stevens & Leith, Chicago advertis- 
ing agency. Many of them, he said, 
will prove to be gold mines of in- 
formation as to the kind and type 
and style of merchandise best suited 
for promotional efforts. 

“Tap every available source of 
information; call on the advertising 
manager of your newspaper, of your 
radio station, for help. If you are 
planning on stressing nationally ad 
vertised merchandise, call upon the 
advertising department of the manu- 
facturer for assistance,” he said. 

Numerous National Retail Furni- 
ture Association surveys have shown 
that larger stores in larger com- 
munities are spending from 8 to 10 
per cent of annual sales volume for 
advertising, while smaller stores 
spend only five per cent, according 
to Clark B. Kelsey, merchandising 
director of the association. 


Dealers Use Radio 


A questionnaire sent out by the 
Association last month, to find out 
what furniture stores were doing in 
radio, revealed that of 163 stores 
replying, 117 had used radio; 46 
had not; 67 are now employing the 
medium. The store with the longest 
radio experience is Sachs Quality 
Furniture Company, New York, Mr. 
Kelsey reported. 

The favorite type of program em- 
ployed is the short spot announce. 
ment; musical programs ranked sec: 
ond; dramatic sketches third, and 
store lectures fourth. 

In the large centers of popula. 
tion where higher space rates are 
encountered, advertising accounts 
for around 8 per cent of the adver- 
tising budget of the furniture store, 
W. N. Van Horne, Dayton, O., ad- 
vertising counselor, pointed out. In 
smaller communities, the figure is 
found to be between 3 and 5 per 
cent. 

Radio is coming more to the fore 
in the home furnishings promotion 
scheme of things, said Roscoe R. 
Ray, executive vice-president, Na- 
tional Retail Furniture Association. 
Direct mail, consisting of broad- 
sides well done, and geared to spe- 
cial selling events, is “coming back,” 
he said. 

Spring and fall style’ shows, 
spring refurnishing, “your home” 
weeks and similar promotions, are 
getting more attention now from 
furniture stores than at any time 
since 1930, he asserted. 


Raps Misleading Copy 


An attack upon advertising of ex- 
cessively liberal “term” offers, such 
as “nothing down and five cents per 
day,” was launched by Kenneth W. 
Hood, manager merchandise divi- 
sion, Better Business Bureau of St. 
Louis, in a paper read by George 
W. Rockwood of Chicago. 

He also criticized advertising 
which fails to state that there will 
be an added carrying charge, and 
advertising in which the claim is 


made that no carrying charge is 
made, while actually a discount for 
cash is given. 

“Business needs more institutions 
that will hew to the line of honest 
advertising and selling regardless 
of what others may do,” he stated. 

“Perhaps if more advertisers had 
the moral courage to be 100 per cent 
honest the spotlight would be more 
sharply focused on the questionable 
advertiser. As it is, when one shop 
follows the other, all copy soon 
looks alike and the lowest type sets 
the standard. 

“Today, business tactics seem to 
be developing much in the same 
manner as the ‘dope’ habit which 
takes a stronger and stronger hold 
on its victims. Each day the dose 
of exaggerated and _ misleading 
claims and questionable selling tac- 
tics must be increased to arouse the 
desired degree of energy and en- 
thusiasm. It is time to take the 
cure.” 

Too Much Hash 


Many furniture advertisements are 
just items and prices hashed up to- 
gether, despite the fact that few 
people like hash, said Eagle Fresh- 
water, retail advertising manager, 
Detroit Times, who represented the 
general advertising department of 
the Hearst newspapers at the con- 
ference. He urged continuity in 
furniture store advertising. 

“Other lines of business have set 
a pace there,’ Mr. Freshwater said. 
“They originate, or formulate a sell- 
ing idea, organize it, launch it strik- 
ingly and carry it through vigor- 
ously, cutting a sizeable chunk from 
the consumer’s dollar, while so 
many furniture stores ‘run an ad.’” 

Higher salaries for furniture ad- 
vertising managers was also urged 
by the speaker, as a means of en- 
couraging real craftsmanship. 

A substantial improvement in 
credit conditions was reported by 
retailers during 1934, and it has con- 
tinued into 1935, L. E. Krantz, treas- 
urer, Leath & Co., Chicago, told the 
association. Collections were more 
favorable, while losses from bad 
debts and repossessions showed a 
declining trend. 

“The increasing importance of 
credit,” Mr. Krantz declared, “is em- 
phasized by the fact that during 
1934, approximately 90 per cent of 
all business done in furniture stores 
was on the instalment and open 
credit plan. 

“The proportion of sales made on 
the instalment basis was somewhat 
larger in 1933. This same growth is 
noted in the volume of instalment 
selling in department stores.” 


Jones Agency Moves 


The Ralph H. Jones Company has 
moved its Cincinnati offices from 431 
Main St. to the 31st floor, Carew 
Tower. 


1400 ROOMS 
with BATH, RADIO 


‘ $ 50 


from single 


AND $3.50 DOUBLE 


32 stories of sunshine... 
fine restaurants to choose from 


LINCOLN 


44th to 45th Sts. at 8th Avenue 
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“I'M 
TRYING TO 
WIN A 
BICYCLE” 


That’s very nice, young man. Let’s see . . . 


have you The American Home? 
No, lady, that’s a punk magazine. 


Why, how do you mean? Several of my friends 


have urged me to subscribe. 


Well, you see, lady, us boys don’t like to han- 
dle it. They don’t do business right. 


Business 2? 


Yeah. You see, they don’t give us nothin’. 
Not even roller skates. 


The American Home has never been popular 
with the I’m-working - my-way- through - 


college boys. And we're not surprised. 


You see, we’ve never gone in for boy sales, 
premiums, short terms, club offers and such 


like —in fact, we’ve carefully avoided them. 


Not because we think they’re immoral, but 
because we’ve never needed them. Why give 
away air guns and magic lanterns when your 


circulation is growing vo/untarily at the rate of 


about 1,000 new readers a day? 


Yes, we mean it—vo/untarily. The 
American Home has gone from 262,000 


in October, 1932, to a guarantee of 


650,000 in October, 1935, without our 


forcing the sale of a single copy. 


People duy The American Home. 


44% of our entire circulation is news- 
stand sales—a percentage equalled by 


only one of a// the leading magazines. 


42% of our subscription circulation 
comes direct to the publisher — and 
if you don’t think ¢hat’s remarkable, 


just check it against other magazines. 


We make these points because we want 
you to see as Clearly as we do that we've 
hit on a publishing (and advertising) 
natural. That without a column of fic- 
tion, without a line of fashion news— 


without any of the customary circula- 


tion building features—we have evolved 
an editorial appeal so right that The 
American Home has more than doubled 


in the last two years. 


What is the appeal? Home interest, of 
course—approached so sanely, so hu- 
manly and yet so broadly, that it has 
created for any product advertised for 
home consumption, as responsive and 


wasteless a market as it is possible to reach. 


If your product is for the home or for use 
in the home, sell it in the magazine that 
reaches people who have homes, Jove their 
homes, spend money on their homes. 


A = 
ERICAN t LOME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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@ A Busy Space Buyer found this Rr 
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| 500,000 100,000 25,000 
MAG AZINE and to to 
over 499,999 - 99,999 
Number : -@ | Number. % Number | 
1] Saturday Evening Post 673,654 24.53 558,730 20.54: 419,623 15.28 863 
- 2] Liberty 545,505 25.85 570,042 27.01 381,493 | 18.08 5 
3] Collier's 493,124 | 21.20 | 513,410 22.06 | 408,219 |: 17.55 55, 
_ 4] Woman's Home Companion | 479,552 | 18.65 | 523,113 20.35 | 417,951 | 16.26 64 
- 5] Ladies’ Home Journal. 428,241 17.14 426,252 |-17.02 365,519 | 14.63 | 471, 
- 6] Delineator 387,006 18.42 | 457,007 21.75 317,956 | 15.13 | 9e5 
" 7] McCall's $86,026 .| 16.80 | 373,716 | 16.26 | 330,734 | 14.39 | 448, 
8] True Story 384,382 | 22.56 330,608 | 19.40 244,253 14,33 68, 
~ 9} Cosmopolitan 380,134 24.21 | 333,252. | 21.25 |: 240,159 | 15.50 86, 
Good Housekeeping 378,714 | °19.97 383,192 20.20 | 312,242 | 16.46 | {/40, 
Pictorial Review . $71,775 | 19.87 555,068 18.97 254,414 | 135.59 73. 
Fawcett Women's Group # 315,515. | 25.63 | 244,149 19.82 | 186,404 | 15.13 19, 
American | 296,989 15.81 | 402,405 | 21.43 }|- 321,080 | 17.10 109, 
Literary Digest 248,117 23.46 201,943 | 19,09 | 148.675 | 14.06 | /|j06; 
Screenland Unit ## 196,893 | 31.28 | 144,594 22.97 | 102,280 | 16.25 60. 
Better Homes & Gardens 153.071 10.85 235,545 | 16.56 | 221,154 15.68 95. 
Motion Picture Unit ##* | 140,702 | 33.87 | 101,284 | 24.38 | 58,740 | 14.13 | |is5, 
Red Book 133,321 | 18.10 | 147,773 | 20.07 |. 113,664 | 15.43 88 
Time 129,484 | 26.11 | 117,042 | 23.60 81,062 | 16,54 | Ilse 
Photoplay 113,453 27.24 | 103,157 24.77 67,131 16.12 | ||42 
True Romances — 333770. | 22.12 97,991 | 19.39 75,381 14.90 | ||54 
Movie Mirror 106,603° | 32.40 64,372 | .19.57 47,532 | 14.44 34 
True Experience 88,053 | 22.20 70,649 | 17.81. 59,360 | 14.96 L48 
Needlecraft — 62,431 9.19 | 71,101 | 10.46 76,539 | 11.26 \"71 
Parents! Magazine 61,111 19.30 63,642 20.10 | 54,656 | 17.26 39 
Shadoplay 50,083 34.29 35,965 | 24.62. 19,884 | 13.62 10 
Harper's Bazaar 41,167 35.28 28,699 | 24.60 | 16,515 | 14.16 10 
American Home 37,996 | 17.89 | - 38,036 | 17.91 33,088 15.58 | 27 
Household 57,557 2-11 78,511 4.41 128,500 7222 L55 
Vogue 35,056 35.50 22,705 | 23.00 14,956 | 15.15 8 
Fortune _ 33,691 | 35.57 20,236 | 21,36 | 13,937 | 14.71 | || 9 
Radio Mirror 31,387 24.85 | 34,437 27.24 25,489 | 20.16 15 
Physical Culture 30,102 | 24.28 | 25,154 | 20.29 17,681: | 44.22 12 
- House Beautiful 25,922 25.74 | 21,827 21.67 16,975 16.85 11 
Venity Fair 21,264 | 37.68 12,093. | 21.42 8,198 | 14.52 4 
_House & Garden 20,770 | 25.63 18,394 | 22.69 13,463 | 16.61 | .|| 8 
Lite. =: 2 16,610. | 26.23 13,215 | 17.71 9,259 | 14.62 : 
Christian Herald 14,982 7.51 21,809 | 10.93 24,401 12.25 21 
Farmer's Wife 10,018 0.91 23,149 2.09 50,095 4.55 69 
Town & Country. 6,663 | 39.61 | 3,545 | 21.06 2,035 | 12.10 a 
Modern Romances : us ee Figures not given in A. Bs C. 
Modern Screen Figures not given in A. B.i C. 
| Radio Stars we : Figyres not given in A. Be\C. 
TOTAL 7,478,894 | 19.42 | 7,282,808:| 18.92 | 5,700,387 | 14.80 | 0 
‘ 3 { 
: : : : 2 : oe t 

AVER AGE ve |__186,972. | 19.42 | 182,070 | 18.91 | _142,509 | 14,80 | |\11 


‘| 20,828,542: [17.0], 15,497,194 |12.6] 12,917,141 |10.5] 


Fawcett Women's Group - Screen Book, Screen Play, Hollywood and True Confession. 
## Screenland Unit - Screenland and Silver Screen, : 

| #0 Motion Picture Unit - Motion Picture and Movie Classic. 
_(N.B.) In determining "Total Percentage" " 
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nalysis Helpful! .. Perhaps you will too! 


: Under 1000 48 
hee. eof ho (Unincorporated | Unclassified TOTAL © 
24,999 9999 2499. ingen ttentakt : | , 
sd er % Number ey | Number % Number % Number q. Number’ 
|_| es,898 | 10.34 366,669 | 13.35 181,958 | 6.63 258,266| 9.40 | 3,686| 0.13 | 2,746,484 
| | 95,251 | 10.20 200,221 | 9.49 94,188 | 4.46 103,089| 4,88 634| 0.03 | 2,110,423 
| 465,308. | 11.41 314,077 | 13.50 153,212 | 6,59 177,966 | 7.65 | 1,015] 0.04 2,326,551 _| 
) 64,793 | 10.29 | 350,229 | 13.65 200,624| 7.81 333,795 | 12.99 315} 0,02 |. 2,570,572 
| | 971,413- | 10.86 | . 389,200 | 15.58 226,526 | 9.07 391,947 | 15.69 153| 0:01 | 2,498,251 
| | 925,449 | 10.73 | 295,524 |'14.07_. 167,109 | 7.95 | 239,469| 11.40 [11,480] 0.55 | 2,101,000 
) | 448,987 | 10.83 367,701 | 16.00 * 235,661 | 10.26.) 365,442 | 15.47] = 2,298,167 
} 68,250 | 9.87 241,905 | 14.19 - 147,128 | 8.63 182,820] 10.73 | 4,826]. 0.29 1,704,152 
) 86,540 | 11.88 | 229,896 | 14.64 98,898 | 6.30 | 101,019| 6.44 |. Ma 1,569,898 
} | 340,153 | 12.66 305,084 | 16.08 _ ‘185,070 | “%o12. 1 148,880 |: 7,81 1,896,835 | 
175,490 | 9,27 269,015 | 14.38 _ 170,939 | 9.13 276,688 | 14,79 | he 1,871,389 
19,389 9.70. 165,218 | 13.42 86,505 |; 7.14 113,025 |° 9.16 ; 1,230,005. . 
» | foo,e74 | 11.17 270,983 | 14.43 151,210|. 8.05 225,225 | 12.01 54 . 1,877,820 
} | j}06,889 | 10.12 | 142,546 | 135.48  99,118.| 2 o7 46 Le: T2654 | 32,88 1) 6871. 0.08 1,057,574. 
60, 057. 9.54 67,872 | 10,79 29,873 | 4.75 |. 27,843| 4.42 : | aS 
95,446 |.13.86 | 276,054 | 19.57 137,903 |: 9678 | 193,204] 13.70 "14105877 2: 
35,070°.| 844 | 42,851. | 10.32 18,493 | 4.45 18,372 | 4,42 415,512 - 
5; | 188,756 | 12.05 | 119,598 | 16.24 61,939 | 8.41 | . 71,416| 9.70 736,467. 
. | 52,147 | 10.52 60,303 _| 12.15 29,191 | 5.89 26,781 |- 5.40 496,010 
42,172 110.13 | 48,958 | 11.75 "21,189 | 5,00} -. 20,426" 4.90 re © 416,488 
) 54,367 | 10.75 74,727. | 14.78 42,551} 8.42 46,786 | 9.26 | 1,917] 0.38 505,440 
t | |134,870 |. 10.60 41,521 | 12.56 17,615 | 5.35 “16,752 |. 5.08 } - | fi 329,045 
> | 48,430 | 12.22 | 64,190 | 16.18 | 31,667 | 7.98 | _34,369-| 8.66 ie $96,718 
s 4. 71,860 | 10.50 | 127,651 | 18.79 93,610 | 13.77-| 176,380 | 25.95 615] 0.08 | 679,687 
5 39,526 | 12.48 48,264 | 15.24 17,925 |. 5,66. 22,560 | 7.12] 8,991 |" 2.84-. 316,675 
: 10,896 | 7.46 14,916 | 10.21 8,650 | 5.92 5,677 | 3.88 | _ oe ae -146, 071. 
> | 110,735 | 9,20 11,218 |. 9.61 3,839 5.29 _ 4,504 | 5,86 116,677 
3 | 27,393 | 12,90 35,980 | 16.94 16,131 |. 9960 20,969 | 9.87 | 2,800]: 1.51 |]. 212,593 
2 155,539 | 8.74 323,398 "| 18.21 - $04,896 | 17.16 742,425 | 41.79 | 6,348| 0.36 | 1,776,774 |: 
5 8,866 . |. 8.98 9,559 | 9.69 . $,362 | 3.41 4,240 | 60ST Shoe 2 98,714 
L | 9,467 | 9,99 9,405 | 9.93 $964]. 4.21: 4,003 | 4,23. 94,723 
3 15,146 | 11.98 13,015 | 10.30. 3,568 | 2,81 8,502 | 2.68 7. 126,424 
2 12,135. ||. .9.78 - 14,374 | 11.60 7,290| 5.88 13,296 | 10.73 3,988| 3.22 123,958 || 
] 11,750 _| 11.65 13,523 | 13.43 5,064 | 5.02 5,683 | , 5.64 | 100,724 
2 4,740 | 8.39 5,587 | 9.90 1,985 | 3.52 nee Fe SS 56,440 
L 8,545 | 10.29 10,551 | 12.77 4,035 |. 4.98 5,066 | 6.25 634) 0.78 81,056 
2 6.778: 130.570: 8,672 | 13.69 4,371 |). :6.90 |. 6.499.) '10,15 : 63,3529. 
5 | 21,304 | 10.67 35,747 | 17.91 | 26,039 | 13.05 55,288 | 27.70 199,570 
5 69,748 | 6.31 173,459 | 15.69 224,239 | 20.28 555,005 |. 50.19 > 1,905,715 
D 1,380 8.20 1,686 | 10.02 644 | 3.83 972 | 5.18 16,823 | 100 
A. Bs G. Publishers Statement or A, B. C. Audit Report —__ ye 470,602 | 100 
A. B.| C. Pubtishers Statement or A. B. C. Audit Report | ee ey | "456.0414 Too 
A. Bs|C. Publishers Statement or A, B. C. Audit Report a ~ |. __ 46,994 | 100 
0:3 r 075,860 | 10.59 | 5,560,947 | 14.44 | 3.247,884| 8.43 5,115,028 | 13,29 | 49,113] 00,12 | 39,681,558 | 10 
1101, 896 | 992,039. | 


196,137 | 15.51 l 


109,861 | 


0.18 


0.04 | 


1,387 


| 0.11 | 


1,264,712 | 100 


pis ft " 


(9,097,200 | 7.4] 10,614,746 | 8.6] 4,620,707 13-9 


pos 


CL velalade 046 


“TOWER. MAGAZINES, INC. 
_ New York, N. Y. 


IES , ENC., 55 rirta AVENUE - NEW YORK CITY 


ie ee 5 : eel AUT ce ae GR ee OO COREY Gee rman eee Mek ae So a i oar, eee pe Nat ae ieeele Sic ein as Se ee : ' ’ i ay : : ; 4 Na eal 
Nees aad Fe % a at was iar ear ee : Se ii ancy ae Reet tab ee epee Bae Feo eee eS pies ab EW ERE. ! soa wae Oh: Saas, ta Ree eee Ge ea ca ee ee aeons by ee z aa ee ase : - a Bee ih alee ted 
er ee ee Ee Tk eee, Dr Prine mwas COC age Prt test RAS A aia MME ae Pree pen eo ah Ag eae ‘ Scr h ok ede ete hy ati pe ee an, Se . ies ee eee Diy Saat Pa ee ia Since tt Sag te pa eee eee = fe aoe enol fee eee se 4 f 
ms — - — — = eS aS Bg a cor 
| ee 17 = 
LL ae 
ve 
oat 
tee | 
bss 
a eater 
i on 
az 4 * 
3 ee: a 2 Sie a 
ies ee OE eee a : fe 
vate 
fe - 
it 
% hrs | ai 
oe og 
“enes, 
eds 
boi 
ae 
. r 
ee 
ately: Mee 
A PE Ps 2 
ety agen 
om eg: 
Sor ase 
a. 
: 
= "ices 
ey Pee 
et aS ear 
be een 
rigs to taal 
cP See eet, 
ve bits i ot ae 
. 
eas: 
fe ecg 
og eee 
4 — a 
i ial acting 
oe Steps oe 
ain. 
ae aia 
Wage SS 
at 
a 
. 
ie 
feet =! 
fy oo ore 
Re, ae 
cies iss 
i Sry gece ee 
Set ean a 
| iNet 
| tras 
we 
| oar - 
i : 
| 7 
7 i | 7 | | 
; | | 
‘ . . . a | 
: : : : = . . 
: : : = 7 
er : SRS $ : . ASS 
S ees ; ~ Rr s/f 8 ti T + BSS SG CO SRE 
921 Ms used instead of 59,681 which includes Modern Magazines' unspecified EBIORS  y  O a  e 
3 i sega x 4 - se ba - ea a ss = = aot ee gts . : ¥ ee SORE RSS Ss BES BRAGS SES SEAS SS SS OSS Ss 
Pe ee : ie e pig & Se ey SAS ‘si : foun Sos SS SESS ES eR oe RSS SSS EES ST OE SESS S Sew 
i a 
f 
{ 
' 
* 
‘4 ¥ . . * 7 - 
ae CO ee i rcudeisohek ati cette recat acs oh 
eet aa dette Coa Ran rae 


18 


ADVERTISING AGE 


July 22, 1935 


SAYS NOVELTIES 
TOO OFTEN ARE 
FIRE HAZARDS 


Electrical Inspectors Issue 
General Warning 


New York, July 18.—Charges that 
some unscrupulous manufacturers of 
electrical novelties are perpetrating 
frauds on advertisers who are un- 
familiar with electrical requirements 
of municipalities were laid before 
the Association of National Adver- 
tisers and Advertising Federation 
of America this week by the Inter- 
national Association of Electrical 
Inspectors. 

Many of the electrical novelties 
sold to such advertisers for use in 
dealers’ stores, the association said, 
have been condemned by electrical 
inspectors, and removed or replaced 
at considerable expense to the ad- 
vertiser. It recommended that ad- 
vertisers insist that all electrical 


equipment bear the approved mark 
of the Underwriters’ Laboratories, 
operated by the National Board of 
Fire Underwriters. 


Hazards Are Created 


“Many of these electrical prod- 
ucts,” said the prepared statement 
of the International Association of 
Electrical Inspectors, “are assem- 
bled with hazardous switches, sock- 
ets, devices and cords which are 
likely to create fire hazards, elec- 
tric shocks, or both. 

“Installation of such displays or 
the connecting of electric novelties 
to electric light sockets that do not 
comply with the national electric 
code or local ordinances, are con- 
sidered a violation of the safety 
requirements laid down by most 
cities throughout the United States 
and therefore may be rejected for 
installation or use in such cities.” 

The association said that the 
Underwriters’ Laboratories’ 
approved seal is particularly neces- 
sary in the case of displays and 
novelties connected to electric light 
sockets by extension cords, inspec- 
tion authorities generally insisting 
on it. 

The International Association of 
Electrical Inspectors is made up of 
some inspectors appotnted by mu- 
nicipalities and others employed by 
underwriters. 


| lyzed, 


Show ‘Recovery — 
Products’ in 


Third Contest 


Chicago, July 18.—‘Recovery prod- 
ucts,” representing strides taken by 
manufacturers of plumbing and heat- 
ing equipment during the depression, 
will feature the third contest of Do- 
mestic Engineering, Chicago. Like 
the first two, the campaign is de 
signed to show plumbing and heating 
contractors how to tie up most ef- 
fectively with the Federal Housing 
Administration. 

Each advertiser in Domestic En- 
gineering will be asked to designate 
one product which has been improved 
or produced during the depression 
period, or which is the manufactur- 
er’s contribution to recovery. Each 
such product will be carefully ana- 
its sales points and applica- 
tions developed and then tied in with 
the complete program. 

The first contest launched by Do- 
mestic Engineering involved a grand 
prize of $100. The second, consider- 
ably larger in scale, utilized a half- 
ton International motor truck as first 
award, with a number of cash prizes 
being given. While prizes in the 
third contest will be even larger, the 


thousands —the working girls. 


duplication. 


According to the 1930 U. S. Census, there are 
over ten million women engaged in industry-——a 
number comparable to the entire circulation of 
the five largest women’s magazines without 


These women who work, who like good fiction, 


Street Scene 


You see them going out to lunch — in their 


NEEDLECRAFT 


The Home Arts 


NEW YORK, BOSTON, CHICAGO 


but who do not keep house dilute the market for 
most advertised products. 


Needlecraft eliminates them by the fact that it 
prints no fiction and confines its reading matter 
to needlework, foods and cooking, housekeeping, 
home decoration, and similar related home arts. 
Here is a selected, concentrated market—grow- 
ing, enthusiastic, 700,000 strong — composed 
exclusively of homebodies. 


MAGAZINE 


WARD CANADAY GREETS THE WINNER 


vee HEATING 


The former advertising man, now assistant to administrator, FHA, 


shown at the recent convention 
Master Plumbers in Chicago, pre 


of the National Association of 
senting a bill of sale for a motor 


truck to the winner in a contest conducted by "Domestic Engineering." 


chief purpose is to take advantage of 
the momentum already created. 

Three steps will comprise the cam- 
paign. The first is the continuous 
publication in detail of merchandis- 
ing ideas and plans developed by 
plumbing and heating contractors in 
the two contests. Next will be pub- 
lication of every type of sales help to 
be prepared by experts and to in- 
clude effective newspaper advertise- 
ments for use of the trade. 

Third is the employment of “re- 
covery products,” which will give the 
industry something new to promote. 


Nesco Awards Prize 


to Georgia Store 


The Steel Furniture and Hard- 
ware Company, Albany, Ga., has been 
declared first prize winner in the 
window trim contest staged in con- 
nection with the Nation Wide Nesco 
Products Week, May 6 to 18, of the 
National Enameling and Stamping 
Company, Milwaukee, maker of kero- 
sene ranges and stoves, enameled 
and japanned ware. The Georgia 
store was awarded $250. Approxi- 
mately 2,500 dealers took part in 
the contest. 

The 1935 event marked the first 
time that the entire line of Nesco 
products was used in the promotion. 
Sales on Nesco kerosene stoves dur- 
ing the 1935 Nation Wide Nesco Prod- 
ucts Week were approximately 50 per 
eent above 1934. 


Publication Tax 
Asked in Alabama 


A bill which would place a monthly 
tax on the daily newspapers, maga- 
zines and periodicals published in 
Alabama has been introduced in the 
house of the Alabama legislature. The 
tax is based on both circulation and 
advertising of the previous month. 
The measure would exempt weekly 
newspapers. 

The tax would range from 1 mill 
tax per paper and 1 per cent adver- 
tising tax, for publications of less 
than 10,000 circulation, to 3 mills and 
3 per cent for publications of more 
than 50,000 circulation. 


Leaves Butler Brothers 


Edward E. Johnson has resigned as 
manager of merchandise, planning 
and promotion of the Federated 
Stores of America, Chicago, volun- 
tary group of 1,400 independent dry 
goods stores sponsored by Butler 
Brothers, to become general man- 
ager of retail stores with the Great 
Universal Store Company, London, 
Eng., which does a large mail order 
business and also operates chain 
stores. Mr. Johnson’s resignation 
will take effect Aug. 1. He will sail 
for England Aug. 15. 


Elects James Roosevelt 


James Roosevelt, eldest son of the 
President, has been made president 
of the National Grain Yeast Com- 
pany, Belleville, N. J., succeeding 
Samuel Brass of New York. Frank 
L. Chambers of Belleville has been 
made vice-president in charge of sales 
promotion. Harold L. King has been 
appointed vice-president in charge of 
production. 


Pick Devine-Tenney 
The Oneonta, N. Y. Morning Star 
and the Rome, N. Y., Evening Sen- 
tinel have appointed Devine-Tenney 
Corporation as national advertising 


representative, effective Aug. 1. 


U. S. Correlates 
Data on Income, 
Consumption 


Washington, D. C., July 18.—The 
best prospect for an automobile and 
a home equipped with electricity is 
not the man earning $3,000 a year, 
but rather the one with a maximum 
annual income of $1,000 or less. 
This is the statement of the Depart- 
ment of Commerce in a new pub- 
lication which represents the first 
effort to correlate data on income 
and consumption. The name of the 
new booklet is “Consumer Use of 
Selected Goods and Services, by In- 
come Classes, in Austin, Texas.” 

The Austin survey showed that 
families with incomes of $1,000 or 
less have more automobiles and 
homes than any other group. These 
families, however, are poor pros- 
pects for electrical refrigeration, 
apparently centering their efforts on 
buying homes and automobiles. 

The $5,000-$6,999 bracket had the 
highest percentage of families living 
in single-family dwellings, using 
mechanical refrigeration and own- 
ing two or more cars. 

The report covers a number of 
products, including building ma- 
terials, heating apparatus, fuel for 
heating, fuel for cooking, bathing 
facilities, mechcanical refrigeration 
and automobiles. Statistics show 
the use of specified commodities by 
a definite percentage of families 
within designated income ranges. 


BIEGERS 


DUPLICATING & MAILING SERVICE 


COURT 2624... PITTSBURGH.PA. 


ne NATIONAL ee 
. SINCE 1915 


IN WASHINGTON 


at the famous 


WILLARD HOTEL 


14th AND PENNSYLVANIAJAVENUE 


Probably no other oe has the attrac- 

tion our great Capital offers the vaca- 

tionist. Probably no other hotel is so 

glamorously associated with famous 

pee. The Willard is centrally located 
r sight-seeing. 


SUMMER RATES 
Single $3 up — Double $4 up 


Air-Conditioned Dini R 
and Coffee Shop Write for folder. 


H. P. Somerville, Managing Director 
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WESTINGHOUSE 
STARTS WAR ON 
THE H.C. OF L. 


Gives Dealers New Plan for 
Refrigerator Sales 


Pittsburgh, Pa., July 18.—The fact 
that food prices are advancing 
steadily, according to recent sur- 
veys, has furnished Westinghouse 
Electric & Mfg. Company of East 
Pittsburgh with a campaign theme 
for selling its refrigerators. 

“Fight Higher Food Costs with 
a Westinghouse Refrigerator,” is 
the slogan for the company’s new 
sales drive which employs maga- 
zines, newspapers and outdoor ad- 


vertising, as well as radio spot 
announcements, direct mail, show- 
room demonstrations and a traffic 


building souvenir. 

The entire campaign, which will 
close Aug. 10, is called the “H. C. 
of L. Plan,” and the “Dealer Plan 
of Action Book,” which has been pro- 
vided, is entitled, “Turning The 
High Cost of Living Into Heavy 
Closing Leverage.” This portfolio 
urges Westinghouse retailers and 
dealers to call to their prospects’ 
attention the problem presented in 
adjusting their household budgets 
to increased food prices. The sales- 
man is then to point out that there 
are only three things that the aver- 
age person can do to solve this prob- 
lem. 

Three Ways to Save 


The first is to cut down on the 
usual quality and quantity of food. 

The second is to make savings in 
other directions, such as using the 
car less frequently, staying away 
from the theater, getting along on 
fewer luxuries, etc. 

The third method, and the one 
which the salesman of course rec- 
ommends, is to buy a Westinghouse 
refrigerator, and not only make sub- 
stantial savings, but actually enjoy 
the many conveniences of a modern 
refrigerator. 

The “Dealer Plan of Action Book” 
then proceeds to outline the entire 
campaign, and give the dealer a de- 
tailed plan of action to follow. 

The book gives him first of all a 
new traffic-pulling item, called a 
“Mark-it-er.” This is a handsome 
cardboard disc, containing a shop- 
ping guide of food articles, and an 
ingenious method of indicating the 
articles needed by the housewife. 
The disc has scalloped edges, each 
scallop representing one of the ar- 
ticles of food on the list. The string 
attached to the Mark-it-er can be 
quickly drawn around the scallop, 
reminding the housewife to pur- 
chase this item on her next shop 
ping trip. 


Use of Meter Bank 


The Mark-it-er slips easily into a 
purse and can be carried on shop- 
ping expeditions. It may be used 
as a door-opener, or may be offered 
free in newspaper advertisements 
to callers at the dealer’s store. On 
the reverse side is the suggestion 
on how the housewife can fight the 
high cost of living by taking advan- 
tage of bargains, and buying in 
larger quantities. 

The salesman then proceeds to 


‘“‘The Ad Pub’’ 


Finest Food and Cocktails in Chicago 
ASK ANY ADVERTISING MAN 


316 North Michigan Boulevard 
TELEPHONE @ DEARBORN 6237 


SPIRITS 


BUSINESS PAPER of 


WHISKIES and WINES 
ABC, ——————— A.B P. 


show how this can be done with a 
Westinghouse refrigerator, present- 
ing the prospect, as a closing point, 
with a handsome Meter Bank, in 
which the housewife can drop pen- 
nies, nickels, dimes, and other coins 


which she saves by following the 
marketing plan outlined by the 
salesman. Thus the monthly pay- 


ments on the refrigerator are easily 
provided for. 

The “Dealer Plan of Action Book” 
also shows the magazine advertis- 
ing which will appear, suggested 
newspaper advertisements ready for 
his use, new outdoor posters and 
window banners. The book serves 
a two-fold purpose by enabling the 
distributor's wholesale salesmen to 
present the plan to the dealer, and 
to enable the dealer to convert the 
book into a chart presentation at 
his sales meetings. 

The book is spiral-bound, and 
when a dealer wants to convert his 
portfolio into a set of charts, all 
he needs to do to have an excellent 
sales chart is to tear off the outside 
cover, open the flap on each suc- 
ceeding page, and hang up the unit 
on a small stick or wire run through 
the spiral binding. 

Another feature of the drive is a 
contest among dealers’ sales organi- 
zations, the “Call to the Colors” 
campaign, in which the organiza- 
tions are divided into two armies, 
the “Reds” and the “Blues.” The 
army in each dealer’s organization 
which accumulates the greatest 
number of citation credits for sell- 
ing refrigerators is winner and not 
only gets the credits earned but 
also one-third the losing army’s 
credits. Promotional material is 
furnished for this phase of the 
drive. 


Rug Cleaners 
Organize for 


Modest Effort 


New York, July 19.—First copy of 
a new cooperative organization, Cer- 
tified Rug Cleaners Institute, will 
appear in the September issue of 
Good Housekeeping, urging profes- 
sional cleaning of floor coverings at 
least once a year despite claims of 
sweeper and vacuum cleaner adver- 
tisers. 

The Institute’s organization is 
complete and ready to carry on re- 
search and advertising activities 
from headquarters at 254 W. 34th 
street. The first copy is a single 
column. The group has contracted 
for two more pages to be used later. 

Present membership consists of 
18 firms. Between 30 and 35 com- 
panies are considered eligible. In 
all, they represent an industry with 
a volume of between $1,000,000 and 
$1,500,000 a year and the Institute’s 
plan is to spend one and a half per 
cent for advertising. Cole-Anspach, 
Inc., is the agency. 


Use Economy Appeal 


Under the heading, “News About 
Rug and Carpet Cleaning” the first 
advertisement will state that these 
floor coverings should be _ profes- 
sionally cleaned at least once a year 
because no amount of vacuum clean- 
ing or sweeping can successfully re- 
move dirt which hard usage has 
caused to lodge deep and firm. It is 
asserted also that unless rugs and 
carpets are efficiently cleaned at 
least once a year, they will not give 
the length of service normally ex- 
pected. Professional cleaning is 
thus a matter of economy, it is 
argued. 

Housewives are urged to look for 
the Certified Rug Cleaners Institute’s 
emblem, a _ rectangle bearing the 
words, “member of the CRCI.” This 
is coupled with the “Approved by the 
Good Housekeeping Institute” em- 
blem. The initial advertisement does 
not list members. 


Collins with Freund 


Formerly with J. C. Penney Com- 
pany in New York, the Higbee Com- 
pany and Halle Brothers Company, 
Cleveland, Ross Collins has joined 
Morton Freund Advertising, New 


York, as account executive. 


F.T.C.1S BUSY: 
MOVES AGAINST 
WHISKY CLAIMS 


Washington, D. C., July 18.—The 
Federal Trade Commission  con- 
tinues to maintain a close watch on 
advertising copy and has moved 
against a number of advertisers, its 
monthly report shows. 

One of the cases before the Com- 
mission involves a number of recti- 
fiers and blenders of whisky, who, 
it is alleged, advertise themselves 
as “distillers.” Unless they can dis 
prove the charge, a cease and desist 
order will be issued by the Commis- 
sion in the normal course of events. 

The Commission’s monthly report 
indicates that most of its recent de- 
cisions against advertisers have 
been upheld by the courts. Its orders 
against Kruschen Salts and Radox 
bath salts are in this category. In 
the former case, the Second Circuit 
Court of Appeals (New York City) 
commented: 

“The public had an interest be- 
cause of false advertising and mis- 


statements as to the qualities and 
results of the use of these salts. 
Such unfair methods of competition 
justify the order entered when the 
public has an interest in its preven- 
tion.” 

Concerning Radox bath salts, the 
court ruled: “Selling by the use of 
false and misleading statements 
necessarily injures or tends to injure 
petitioner’s competitors. Therefore 
there was jurisdiction under Section 
5 of the Federal Trade Commission 
Act.” 

Agreement on Prices 


The Second Circuit also confirmed 
the Commission’s order against the 
Armand Company, forbidding the 
company from entering into con- 
tracts or agreements with wholesale 
or retail dealers looking toward the 
maintenance of its “suggested” prices 
for cosmetics. 

The Federal Trade Commission 
has issued an order against DeWan 
Laboratories, Inc., Chicago, directing 
it to discontinue use of the word 
“permanent” or any word coined 
from it; to discontinue representing 
that the product devitalizes hair 
roots and destroys the hair bulb; to 
discontinue representing that its use 
will not cause burning, smarting or 
irritation of the skin, unless such 
representation is limited to its use 
strictly in accordance with direc- 
tions; and to discontinue represent- 


ing that it gives lasting results and 
retards further regrowth, without 
specifying that this result does not 
obtain in all cases. 


Ford Runs Contest 
for Dealers’ Employes 


Several hundred Ford dealers’ em- 
ployes will be given September trips 
either to the San Diego Exposition 
or to Atlantic City, where a Ford 
exhibit is being displayed on the 
steel Pier. 

The trips will be awarded to win- 
ners of a contest, extending to Aug. 
31, among Ford dealers’ parts mer- 
chandisers and service managers 
throughout the country. 


Join Kasper-Gordon 


Edmund N. Buzzell has taken over 
the instantaneous recording depart- 
ment managership of Kasper-Gordon 
Studios, Inc., Boston. Wentworth P. 
Cann, formerly of the Yankee Net- 
work and Station WNAC, has been 
added to the studios’ staff in a pro- 
duction and new account capacity. 


Aids Paper Salesmen 


To assist paper salesmen to create 
more printing, Consolidated Water 
Power and Paper Company, Wiscon- 
sin Rapids, Wis., has started publica- 
tion of a booklet, “The Paper Sales- 
men’s Assistant,” for salesmen con- 
nected with paper merchants stocking 
one or more Consolidated brands. 


Are You Making 


37% of Your Rural Sales 


37% 


OF AMERICA’S 
FARM WEALTH 


CONCENTRATED 


HERE IS THE MONEY... 
WHERE ARE YOUR SALES? 


IN THESE 8 STATES 


In This RICHEST FARM AREA? 


FARMERS in the eight middle western states 

covered by the Midwest Farm Paper Unit own 
and produce 37% of the national farm wealth . 
though occupying only 20% of the nation’s farm 


area. These farmers own 30% of all farm 


pas- 
senger cars; 28% of farm trucks; 42% of farm 
these farmers 
00 over and above their families’ living 


tractors. Last year, 


cleared $15 


60% of 


to give these farmers local information, an 
cific localized help in making meow. M 
- pers include Prairie Farmer, The Farmer. 
ace’s Farmer 
Agriculturist and Farmer, 


influencing the 
west! 


e in the other 40 states, only 28% of the 


farmers made that much! 


A recent survey shows that papers of the Mid- first: Then “touch up” your national picture to 
west Farm Paper Unit reach 77.5% of the get the scattering of well-todo farmers in the 
automobile rg ak yy — area; 82.2% of all generally poorer areas. 
truck owners; 83. all tractor owners. e ; 
total coverage was 36.7% of all farmers in the Call the nearest Midwest Farm P: Unit 
area... more than twice as much as any other office. Give the representatives half an hour and 


medium. 


Why? Because Midwest papers alone are edited 


For prompt gains in sales, try this old-time 
fundamental: cover the richest area intensively 


he will give you all the facts about how to 


the heavy farm sales with the greatest ease and 


the lowest cost. 


. Wal- 
Iowa Homestead, Wisconsin 
and Nebraska Farmer. 
ey offer the one completely effectivemethod of 
thy farmers of the middle 


d spe- 
idwest 


reach Richest farm 
area? Yes... by 


@ wide margin! 


MIDWEST FARM PAPER UNIT 


250 Park Ave.. 


420 Lexington Ave., 


New York 
Prairie Farmer 


Ww 
Wisconsin Agriculturist and Farmer 


6 NORTH MICHIGAN AVE., CHICAGO 
3-258 General Motors Blidg., 
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Ask Utilities 
How and Where 
They Advertise 


Washington, D. C., July 18.— 
Queries as to their advertising and 
publicity efforts are included in a 
questionnaire dispatched to utility 
holding companies throughout the 
country by a special lobby committee 
headed by Senator Black, of Ala- 
bama. The questionnaire is part of 
an investigation of utilities’ alleged 
efforts to influence legislation. 

Among the questions are the fol- 
lowing: 

Question No. 5—State all sums 
paid or contracted to be paid by 
your company for advertising on 
questions relating to Federal legisla- 
tion, stating the names of the per- 
sons, firms or corporations to whom 
paid: 

(1) To newspapers. 

(2) To _ periodicals 
zines. 

(3) To radio stations or chains. 

(4) For the publication of letters, 
form letters, etc. 

(5) For the sending of telegrams 
by any person to any person for such 
purpose. 

(6) For the writing and mailing 


and maga- 


of letters for any person to any per- 
son for such purpose. 

(7) For the payment of long dis- 
tance messages to any person and 
by any person for such purpose. 

(8) In any other manner. 

Question No. 6—Give specifically 
the names of all publicity counsels 
and advertising agencies employed 
or in your service since January l, 
1935, together with the salaries paid 
and the total expense for such pur- 
pose. 

Question No. 7—Give the total 
amount paid by your company for 
advertising during your last fiscal 
year. 


G-M Issues Digest 

General Motors Corporation's sec- 
ond annual “Automobile Buyers’ Di- 
gest” has gone into the mails. The 
new 80-page booklet tabulates returns 
from questionnaires sent to one mil- 
lion motorists. The report showed 
that buyers view dependability as the 
most important characteristic in a 
ear, followed in order by economy, 
safety, comfort, appearance, ease of 
control, first cost, smoothness, pick- 
up, and speed. 


“Egmont” New Face 
Continental Typefounders Associa- 
tion, New York, has developed Eg- 
mont, a new type face designed for 
book and publicity work. The Inter- 
type Company is collaborating. 


"THE CAR THAT HAS 


COMPANION TO OLDSMOBILE'S "GO" POSTER OF LAST YEAR 


The mid-summer poster of Oldsmobile is appearing on the boards, attracting attention in and out of 


automotive circles. 


EVERYTHING ~ 


oth 


G-E Moves Sales 


| The General Electric Company has 
moved its air conditioning depart- 
ment to 5 Lawrence Ave., Bloomfield, 
N. J. The main sales, advertising 
and engineering offices hitherto lo- 
cated in New York, have been trans- 
iferred to Bloomfield. 


2 HOURS DRIVE FROM SPOKANE 
to HEART of NATION’S BREAD BASKET 
---- BUT IT TOOK SIX DAYS IN °79!2 


HARVESTING WHEAT NEAR COLFAX, WASHINGTON 


THE SPOKESMAN-REVIEW - Spokane 


ARMED by the mellow Spokane 

country sunshine, Roy L. Rubel, 
New York manager for John B. Wood- 
ward, Inc., and Dan V. Huguenin, their 
San Francisco manager, climbed the 
slopes of Steptoe Butte, highest peak in 
Whitman county, Washington, late in 
May. 


Spread out before their eyes was the 
nation’s greatest wheat-growing section, 
n with the promise of a bumper 
1935 crop. The two Woodward men 
found it a leisurely 2-hour ride from 
Spokane to Colfax in the heart of this 
great “bread basket.” 


The fine highways they traversed, 
links in the system of 16,000 miles of 
improved highway in the Inland Em- 

ire, are a far cry from the roads of 

9, the year Spokane got its first news- 
paper, the Times. Francis H. Cook, its 


MORNING AND SUNDAY 


publisher, bringing his press from the 
Coast, stopped at Colfax where he 
printed two issues of his paper. He 
started for Spokane April 29, 1879, with 
two wagons drawn by 16 horses, and the 
outfit was six days on the road between 
Colfax and Spokane. Two years later 
the Spokane Chronicle was founded as 
a weekly, and in 1883 the Review, pred- 
ecessor of The Spokesman-Review, was 
established. As Roy Rubel observed, 
these newspapers have been “putting 
their roots down” during the half cen- 
tury of their existence. That’s why the 
offer advertisers such tremendous pull- 
ing power. 


16,772 Miles of improved Highways 
Connect Spokane With Its Trade Aree 


RY 


EVENING 


SPOKANE, WASHINGTON 
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Bnily Cheonicle 


President of 


‘Sunday Call’ 
Passes Away 


Newark, N. J., July 18.—G. Wis- 
ner Thorne, president of the Newark 
Call, whose ingenuity helped perpet- 
uate that Sunday newspaper as a 
local institution, died last Saturday 
at his summer home at Spring Lake, 
N. J., after 69 years in newspaper 
work. 

Mr. Thorne joined the Call at the 
age of 32, only nine years after the 
idea of a newspaper for Sunday only 
had been launched on the journalis- 
tic seas and when many hard-boiled 
publishers regarded the idea as fan- 
ciful and impracticable. 

They reckoned, however, without 
the analytical ability of Mr. Thorne. 
Whenever circulation of the Sunday 
paper slumped in the face of com- 
petition of papers published every 
day in the week. Thorne seemed able 
to come up with some new and fas- 
cinating feature which his local fol- 
lowing was unable to do without. 

Thorne was credited with originat- 
ing systematic gathering of society 
news, now regarded as one of the 
most potent features of the Sunday 
newspaper, read not only by those 
whose names are mentioned, but by 
the humble everywhere who like to 
see how the upper crust lives. 


Warred on Slang 


Thorne also created the question 
and answer department, according 
to historians. So important did he 
regard this section of the Call that 
he gave it his personal attention for 
many years. He laid ‘stress on in- 
telligent editing of the sports de- 
partment, and was one of the first 
publishers to demand that sports 
writers use language intelligible to 
the rank and file. 

Mr. Thorne’s first work was with 
the defunct Newark Evening Courier. 
In 1876, he joined one of Newark’s 
famous papers of yester-year, the 
Journal, becoming co-worker of 
Thomas Dunn English, George Rex 
Graham and others whose names are 
well remembered. 

In 1881, he moved to the Sunday 
Call. Four years later he was made 
city editor and was admitted to 
partnership. With the late William 
T. Hunt, he directed editorial and 
business policies. Upon Mr. Hunt’s 
death in 1916, he assumed even 
larger responsibilities. In 1924, 
however, he turned over much of his 
work to his nephew, Frederick W. 
Thorne, who had just joined the 
business staff. 

It was in 1924, also, that Louis 
Hannoch, with whom Mr. Thorne 
was associated for many years, re- 
tired from active management. 


To “True Story” 


Harold F. Clark, formerly promo- 
tion manager of the Macfadden 
Women’s Group, has been appointed 
promotion manager of True Story 
Magazine, New York. 


Paper Changes Schedule 


The Claremore, Okla., Progress has 
changed its publication schedule to 


week day evenings except Thursday. 


CKLW Will Join 
Mutual on Sept. 29 


Station CKLW will become the 
Mutual Broadcasting System’s De- 
troit-Windsor Outlet on Sept. 29, W. 
E. Macfarlane, president of the Mu- 
tual network, has announced. 

CKLW will replace WXYZ as the 
Detroit-Windsor outlet for MBS, and 
also as the contract point for ex- 
change programs between MBS and 
the Canadian Radio Commission’s 
network. 


Continental Plans 


New England Drive 


Continental Distilling Corporation, 
Philadelphia, has embarked upon an 
intensive merchandising campaign in 
New England. 

Will de Grouchy, Continental’s ex- 
port and promotional manager, ar- 
rived in Boston July 18 for a series 
of conferences with jobbers, salesmen, 
and trade interests. 


IF YOU WANT Goop 
PHO TostTats-auick- 


RAPID 


COPY SERVICE CO. 


BRANCHES-— One 
near you fo serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 


CHICAGO 


110 So. Dearborn St. 
228 N. La Salle St. 
360 No. Michigan Avenue 
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July 22, 1935 


ADVERTISING AGE 


ADD $360,000 
TO PROMOTION 
FOR VALENCIAS 


Bumper Orange Crop Causes 
Emergency Drive 


(Picture on page 31) 

Los Angeles, Cal., July 18.—A spe- 
cial advertising campaign to aid 
Valencia orange growers in disposing 
of a record-breaking crop was placed 
under way Monday by California 
Fruit Growers Exchange. 

The supply of summer Valencias 
is 65 per cent above normal and the 
Exchange board of directors has ap- 
proved a special advertising appro- 
priation of $360,000 to meet the mar- 
keting emergency, bringing the Sun- 
kist appropriation for summer Va- 
lencias to more than $1,000,000. 

The campaign will run in two 
units. Newspapers, radio, and post- 
ers in markets of the United States 
and Canada are being utilized for the 
summer drive, which will end Aug. 
31. <A fall campaign, employing vir- 
tually the same mediums, will run 
from Sept. 15 to Oct. 20. 

In the first drive, which opened 
Monday, 92 newspapers in 69 cities 
will run a series of 15 advertisements 
three times a week for five weeks. 
These advertisements are one col- 
umn by nine inches, and appear on 
market and home economics pages. 
The American Weekly and This 
Week, carried by 35 newspapers, will 
run a full page in color Aug. 18. 

Nineteen radio stations will broad- 
cast two announcements daily of 50 
and 100 words each, for four weeks 
to Aug. 10. The announcements will 
be made between sustaining pro- 
grams. 

A 24-sheet poster showing in 638 
towns throughout August will sup- 
plement Sunkist’s 65 “permanent” 
outdoor locations. Express wagon 
posters, a medium first adopted by 
Sunkist this spring, also will be used. 
Five thousand posters will appear on 
express wagons and trucks in 917 
cities and towns. 


Value Stressed 


“25 Per Cent More Oranges for 
Your Money” is the theme of the 
first round of emergency advertis- 
ing, since this figure is the decline 
from last winter’s prices, and Sun- 
kist has found that when prices are 
down the best way to stiffen them 
is to feature the fact and bring new 
buyers into the market. 

Introduced into Sunkist advertis- 
ing for the first time in this cam- 
paign is an animated orange, a trade 
character representing the Sunkist 
dealer, which met with approval 
when developed as a store display 
feature last winter. 

The $360,000 additional appropria- 
tion means an additional expenditure 
for grower members of two cents per 
box, according to W. B. Geissinger, 
Exchange advertising manager, 
bringing the per box expenditure 
to seven cents. 

Backing the Exchange’s_ special 
campaign is the regular seasonal 
schedule, running from May through 
October. 

Magazines employed for the regu- 
lar drive are American Magazine, 


The American Weekly, Canadian 
Home Journal, Chatelaine, Child 
Life, Colliers, Delineator, Good 


Housekeeping, Holland’s Literary Di- 
gest, MacLean’s, McCall’s, Parents’, 
Pictorial Review, and Saturday Eve- 
ning Post. The advertisements are 
two columns or full page in size, and 
appear both in black and white and 
color. 


Features Color 


Full page color advertisements ap- 
peared July 14 in the Buffalo Courier- 
Express, Cincinnati Enquirer, Cleve- 
land Plain Dealer, Philadelphia In- 
quirer, and St. Louis Post-Dispatch. 
A number of other metropolitan news- 
papers are being used for black and 
white. 

Outdoor posters urging “Orange 
Juice for Vigorous Health—Breakfast 
and Afternoon,” will appear from 


Sept. 10 to Oct. 10, in 648 Canadian 
and U. S. cities. Street car cards 
will be used until October. Neonized 
Sunkist bulletins will also be em- 
ployed from Sept. 10 to Nov. 1, in 46 
shopping centers in 26 large cities. 

An extensive retail merchandising 
interpretation of how the Exchange's 
advertising may be applied to the sale 
of California’s largest summer orange 
crop, has been dispatched to dealers. 
The 18-page booklet is entitled “Sun- 
kist Valencia Advertising Preview.” 


Asks 


The booklet quotes outstanding 
dealers on the importance of fruit 
and vegetable departments of stores, 
and value of mass displays of Sun- 
kist oranges. Eight “profit sugges- 
tions” for the sale of fresh fruits and 


Preferred Position 


vegetables are provided. These em- 
phasize location of fresh fruit and 
vegetable departments “up front.” 
The U. S. Department of Commerce, 
in its survey of Louisville, Ky. gro- 
cers, the booklet points out, found 
that fresh fruits and vegetables earn 
higher net profits than any other 
commodity, and that stores with 


erage sales two and three times 
those without. 


Dealers are told that Sunkist, in 
20-minute interviews with 4,754 
housewives, discovered that 90 out 
of every 100 buy oranges, and that 
56 out of every 100 buy them more 
frequently than any other fruit. Of 
consumers who buy particular brands 
of oranges, 81 out of every 100 buy 
|Sunkist, it was found. And 81 out of 


fresh fruits and vegetables have av-|. 


every 100 people drink orange juice, 
the dealer is reminded. 

The “related item” idea, which has 
produced dealer cooperation for other 
food distributors, is featured in the 
booklet. “Check over these typical 
Sunkist advertisements . . note 
how many other items besides 
oranges are featured in the recipes. 
Sunkist advertising is creating 
demand for practically every item in 
the fruit and vegetable department,” 
the dealer is advised. “Cash in on 
it this summer.” 

Dealers are also urged to feature 
Sunkist oranges in newspaper adver- 
tising, and to use “personal” selling, 
stressing oranges for “vigorous 
health.” 

Lord & Thomas handle the Ex- 
change’s advertising. 


Dodge Incorporates 


The advertising agency founded 
several months ago by Frank E. 
Dodge has been incorporated at 
Providence, R. I., as Frank E. Dodge 
& Co., with Mr. Dodge as president; 
Lawrence E. Goodman, vice-presi- 
dent; William E. Dodge, treasurer; 
and Gladys E. Prior, secretary. 


James Added to Staff 


S. H. James, formerly with the 
Chicago Tribune, has joined the ad- 
vertising staff of Mass Transporta- 
tion, Chicago, as a representative in 
the Chicago territory. 


WDAE Appoints 


Free, Johng & Fields, Inc., has been 
appointed national sales representa- 
tive of station WDAE, Tampa, Fla. 


The Evolution of Woman 


(a lament ) 


The Indian in grandeur rode 

While Mamma carried all the load. 
He answered critics with, “Of course 
She gotta walk—she no got horse.” 


The nineties came, and woman’s lot 
Was definitely “Thou shalt not, 

Thou shalt not lift a lily hand. 

Thou shalt not think or understand!” 


Time was when TIME would be opined 
Unsuited for the female mind. 

But now the scene is quite reversed. 
She cops it and she cops it first. 


TIME 


The Weekly Newsmagazine 
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ADVERTISING AGE 


July 22, 1935 


Advertising 
Guiltless in 


Coast Deaths 


New York, July 19—One drug 
scandal which cannot be laid at the 
door of national advertising is the 
Pacific Coast cases of a dozen or 
more women who used dinitrophenol 
to remove surplus flesh, according 
to word from the Proprietary Asso- 
ciation, whose members sell 80 per 
cent of all packaged proprietary 
products. 


So far, the association said, no | 


member has submitted any product 
containing the drug in question for 
censorship by the industry's self- 
regulatory committee. The associa- 
tion is opposed to use of the drug 
except under a physician's prescrip- 
tion. 

The Western women, it is report- 
ed, used dinitrophenol to remove fat 
and. suffered blindness as a conse- 
quence. Eastern newspapers have 
made much of the catastrophe. 

The drug, according to the asso- 
ciation, is effective but highly dan- 
gerous and therefore the organiza- 
tion’s recommendation coincides 
with that of the medical profession: 
that its use be forbidden. 


Ralph Noble Promoted 


Reorganize “Burke’s” ; 


Blake Ozias In Control 


In a reorganization, Blake Ozias, 
|}founder of Burke's Index, wine and 
| spirits magazine, has assumed full 
control of the Epicurean Press, New 
York, with title of editor and pub- 
lisher, the firm announces, 

Douglas H. Smith, with the Print- 
|ing House of William Edwin Rudge, 
has been elected director and vice- 
| president. William Borling is treas- 
jurer. Kenneth A. Kruse will con- 
/tinue as Chicago representative. No 
| successor has been named following 
‘the resignation of Joseph Gilbert, 
|advertising manager. Welles Adams 
{has joined the New York advertis- 
ing staff. 


‘Changeable Neon Sign 
Bows To Merchants 


Neo Sign Corporation, 342 Madi- 
son Ave., New York, has 
oped a Neon sign for point-of-pur- 
chase advertising which allows for 
| change of message whenever de- 
sired. 

Letters or designs fit into a space 
5% by 14 inches in size. Less than 
150 watts is required to operate the 
device, which may be hooked up 
| with a flasher and equipped to oper- 
/ate on either direct or alternating 
current. It may be purchased out- 
right or vented. 


Polk Census Moves 


To Detroit Quarters 


| R. L. Polk & Co. have arranged 
|to concentrate the sales and produc- 


Ralph Noble, previously associated tion departments of the consumer 


with Macfadden Publications, Inc., 


}eensus division at headquarters in 


as assistant promotion manager of|the Polk Directory Building, Detroit. 
True Story, has been appointed pro-| The exception is in the Eastern field, 
motion manager of the Macfadden| where Walter P. Burn, former direc- 


Women’s Group. 


Leaves Presbrey 


Arthur F. Sachtleben will 


join 
Donahue & Coe, 


New York, Aug. 1 


after 20 years with Frank Presbrey | 
Company, where he was executive. 


vice-president and a director. 


Buys Badger Weekly 


The Crawford County Press, Prairie 
weekly newspaper, 
has been purchased by H. L. Griffith, 
the Clayton County 


du Chien, Wis., 


publisher of 
Register, Elkader, Ia., 
Druyor, also of Elkader. 


| tor of the division, will act as East- 
| ern representative, also offering his 
own analytical and sales promotion 
services from Polk offices at 354 
Fourth avenue, New York. 


All-Year Club Moves 


The All-Year Club of Southern 


ters to 629 Hill St., Los Angeles. 
|The telephone is Vandike 2091. 


Saks Joins “World” 


Sidney Saks, formerly of the New 
York Journal, has joined the adver- 


and J. ae Oe department of the Atlantic 


City World. 


devel- 


California has moved its headquar- 


MICH 


Booth Newspapers 
a Quarter of a 


than a quarter of a mi 
best areas. They are 
these ready-to-buy fam 


secinaw Dut nan Bais Pres 
7d Ly 


506 East 42nd St., New Y: 


The Booth Newspaper Market of 


Is a Prosperous Home Market 


It's a big market—over a million BUYERS 
—yet it is a home market, populated with 
home conscious folk who are the substantial 
buyers of advertised merchandise. 


These eight metropolitan newspapers reach more 


stance the only newspaper they read. 


Jackson Citizen Patriot Muskegon 
Bay City Daily Times Ann Arbor Daily News 


1. A. KLEIN, Inc., Eastern Bongnepntation 


BOOTH NEWSPAPERS, Inc. 


IGAN 


Reach More Than 
Million Homes 


llion homes in Michigan's 
the home newspapers of 
ilies—in nearly every 


Flint Daily Journal 
Chronicle 


J.E. LUTZ, Western Representative 
180 N. Michigan Ave., Chicago 


AUTHORESS OF 
‘HOW TO SPEND 
MONEY’ IS: SAD 


New York, July 18.—Observing 
the purchasing agent of the nation 
caught between the millstones of 
her own ignorance and commercial 
chicanery, Ruth Brindze has come 
to the rescue with, “How to Spend 
Money,” published by Vanguard, 
which mixes methods the consumer 
may employ for testing merchan- 
dise with arguments for compul- 
sory government grading and la- 
belling and pessimistic conjecture 
as to the improbability of reaching 
the consuming millennium by any 
route in the near future. 

The book has created a mild sen- 
sation in advertising circles, where 
it is looked upon as an excellent 
explanation of the consumer's de- 
pendence on advertised goods, as 
well as a source of information on 
what discriminating buyers look 
for. Miss Brindze’s experience as 
chairman of the Consumers’ Coun- 
cil of Westchester County, N. Y., 
qualifies her to speak ably in the 
latter connection. 

Apparently conscious that’ the 
masses will neither learn nor apply 
buying information contained in her 
book nor bother to find out what 
government grades mean, when they 
come along, Miss Brindze has pref- 
aced discussion of her subject with 
statements, such as: 


Inertia Is Blamed 


“It is not merely lack of con- 
sumer organization but also inertia 
and lack of knowledge that are the 
obstacles on the trail leading to an 
honest deal for consumers. It is 
always easier to let somebody else 
do the fighting. It is always less 
agitating to accept the status quo 
than to attempt to change it. 

“These are the real reasons why 
consumers are being gulled. Their 
intelligence may balk at the pre- 
posterous claims of advertising; but 
they have not translated skepticism 
into action. 

“Standardization of goods and 
honest labeling are essentials for 
good buying. The fabrication of 
merchandise has progressed to the 
point where it is difficult and some- 
times impossible for the expert, let 
alone the inexpert, to learn from an 
examination of the finished product 
the true quality of the goods.” 

“How to Spend Money” gives sug- 
gestions for judging the quality of 
various types of textiles, ready to 
wear items, medicines and _ food- 
stuffs. Where government speci- 
fications exist the fact is mentioned 
and the meaning of the specifica- 
tions explained. There is an am- 
ple index to aid the shopper who 
wishes to refer to data on various 
products at the retail counter. 

A woman buying hosiery accord- 
ing to the Brindze technique will see 
if the top stretches to a circumfer- 
ence of 24 inches; if the instep 
stretches to seven inches; pass on re- 
inforcement at heel, toe and sole, 
measure the width of the sole; meas- 
ure the length; check the life and 
body of the silk- examine the weave 
and seam, and check the markings. 

These are simply preliminary 
points which lead to further exam- 
ination and exercise of judgment. 
The story the seam will tell the shop- 
per who knows her Brindze is rela- 
tively simple. The character of the 
seam indicates the quality of the 
hose to the knowing eye and its 
length affords one way of determin- 
ing whether or not the stocking is 
full fashioned. 


Makes a Concession 


Although Miss Brindze believes 
government grades would afford con- 
sumers more protection than trade- 
marks, she admits now and then that 
trade-marks, and even advertised 
claims, can mean something. One ex- 
ample is this: 

“In some of higher-priced hose, 
Lastex is now knit into the portion 
just below the garter top, and this in- 
creases elasticity. Although such 


INVITES BROWSING 


OUTDOOR BOOKS 


By Leading Authorilias 
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New rack used by outdoor book 

department of Doubleday, Doran 

& Co., which invites inspection 
and —— 


the money to women who frequently 
burst stockings at the knee. When 
Lastex is used, this trade name is 
always printed on the welt of the 
hose.” 

Miss Brindze tacitly admits that 
those women who put beauty above 
price will always make complications 
for their economical sisters. There 
is, for instance, the matter of inelas- 
tic harness garters, which are prac- 
tically standard because they tend to 
keep stockings taut and foundations 
down where they belong. 

It is estimated that elastic garters 
would save 25 per cent of the na- 
tion’s hosiery bill, or approximately 
$7,500,000 annually, by relieving the 
terrific strain on stockings. 


Cotter Agency Moves 
Cotter Advertising Agency, for- 
merly at 52 Chauncy St., Boston, has 
moved to 120 Boylston St. 


Gov. Curley Renews Fight 
for Outdoor Ad Bill 


Despite the Massachusetts legisla- 
ture’s rejection of the proposed out- 
door advertising legislation, and its 
subsequent refusal by a tie vote to 
reconsider the bill which would place 
control of outdoor advertising in the 
hands of the state, Governor Curley 
has launched a movement to revive 
the measure. 

To obviate any claim that appoint- 
ment of a director of outdoor adver- 
tising, as provided under the bill, 
would have a political aspect if ap- 
proval of the governor and council 
were needed, the governor has stated 
that he is willing to have that pro- 
vision stricken out, and to have au- 
thority given to the commissioner of 
public works to make the appoint- 
ment and prescribe duties. 


Norton Abrasives Firm 


Forms Italian Company 


Formation of Italian Norton Com- 
pany and acquisition of a plant at 
Corsica, Italy, has been announced 
by W. L. LaCoste Neilson, vice-presi- 
dent in charge of sales of the Norton 
Company, Worcester, Mass., maker 
of abrasives. The Norton Company 
will supply raw abrasives and raw 
materials to the new company. 

Associated with the Italian Norton 


nee —=|Company will be the Societa Anonima 
hose are cahiaiien they are worth 


Produzione Mole Abrasive Richard 
Ginori, maker of grinding wheels. 
Norton interests will control and 
manage the new company. 


WCKY Buys I.N.S. News 


WCKY, Cincinnati, has made ar- 
rangements with International News 
Service for the complete I.N.S. daily 
news report. Broadcasting of I.N.S. 
news by WCKY will start Aug. 1. 
Elmer H. Dressman, formerly of the 
Cincinnati Post, and recently WCKY 
director of continuity and press re- 
lations, has been placed in charge of 
news selection and editing. 


Develops New Projector 

Victor Animatograph Corporation, 
Davenport, Ia., has developed a new 
enclosed cabinet-type of 16 mm. silent 
motion picture’ projector, Victor 
Model 21, which will probably list 
at $185. A one-hour presentation 
may be made without stopping to 
change film. 


@ When the leverage of editorial leadership cracks 


the hard shell of normal reader complacency, adver- 


tising finds “good pickin’.” 


Intrigued readers and 


alert advertisers together have helped Mill & Factory 


achieve all-time records in both circulation and ad- 


vertising volume ¢his year. It points an opportunity. 


NEW YORK 
205 E. 4zad St. 


CHICAGO 


Advertising Offices: 


333 .N.Michigan Ave. 
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ADVERTISING AGE 


Oscar Tyson, who wrote this 
advertisement for business-paper 
advertising, is a specialist in the 
field of industrial and trade ad- 
vertising. His background in- 
cludes broad experience both in 
publishing and agency work. His 
comments are authoritative be- 
cause based on succesful applica- 
tion of the principles he presents. 
Mr. Tyson is president of O. S. 
Tyson & Co., Inc., New York. 


NO. 10 OF A SERIES 


®" EDUCATION and communica- 
tion are essential to industrial and commercial progress. Without the educational 
influence of business papers, each business might as well be isolated in a wilder- 
ness, left to stagnate or grope its unmarked way through a forest of unfamiliar 
problems. ® Without the constant interchange of ideas disseminated by the busi- 
ness press, business can draw only on its own experience instead of profiting by 
and contributing to the welfare of business asa whole. ® Through the confidence 
created by ably managed business papers, buyers reap tremendous economies in 
finding needed products, and manufacturers are offered a beaten path to the buyer. 
= There is no substitute for business paper advertising. It cannot do everything, 
but no other form of advertising can so powerfully help to sell a business product 
or service to business men. ™ Advertising agencies specializing in trade, technical 
and class advertising know, from the experience of many clients, that business 
paper advertising, rightly used, can mould the thinking and modify the buying of 
entire industries. Such agencies know too that successful business paper advertis- 
ing demands not only advertising experience, but exact, broad, intimate knowl- 
edge of the characteristics, habits and needs of the business paper reader who is to 


be interested in and impressed by your advertising. 
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Expect Big Production 
of Rivard Displays 


Rivard Displays, South Bend, Ind., 
maker of signs that reflect light and 
operate without electric current, will 
produce 150,000 signs this year. 

The sign, on which the first ship 
ment was made in February, obtains 
its illuminating features from a 
chromium foil embossed to catch light 
rays from any direction. The signs 
are built almost exclusively for in- 
door use. 


Announce Rates for 


“American. Business” 


Rates for American Business com- 
bined with System, the publication 
formed by the recent merger of 
System and Business Management 
and American Business, have been 
enaane by Dartnell Publications, 
ne. 

The one time page rate is $550. 


Milwaukee Club Issues 


100-Page Magazine 
The Milwaukee Advertising Club has 
published a 100-page annual issue of 
“The Torch,” official publication of 
the club. 
Roy A. Franke was editor of “The 
Torch” for 1934-35. 


Is 50 Years Old 


The Beloit, Wis., Daily News ob- 
served its 50th anniversary, July 16, 
with publication of a 64-page edition 
on July 15. Open house was held by 
the publishing company to acquaint 
the public with its facilities. 


Becomes “Windsor Star” 


The Border Cities Star, Windsor, 
Ont., has changed its name to the 
Windsor Daily Star, coincident with 
the regrouping into one municipality 
of the border cities along the De- 
troit river across from Detroit. 


welcomed by pressmen. 


Partridge 


Electrotypes - Nickeltyps - Stereotypes 


Pressmen Give Them a Hearty 0. K. 


Lead Mould Nickeltypes can make or break a good color 
job. We found that out a good many years ago—and have 
wasted none of those years in quality-cutting experimentation. 

P.&A. Lead Mould Nickeltypes make good because 
they’re made good. Publication or print shop, they’re 


Sturdily, skillfully, carefully contrived —they’re ready 
for longest rans—can take the gaff. 

Please remember that— you production men who so 
kindly favor us with a highly pleasing share of your Electro- 
type, Stereotype and Mat business. Get the 
P. & A. Nickeltype habit, too. It’s a good one. 


~ Matrices - - 712 Federal Street, Chicago 


& Anderson Company 


Getting Personal 


Peter Hilton, assistant advertising director of the National Hotel 
Management Company, Inc., has succeeded in arousing the interest 
of Rita Williamson to the degree that a formal announcement of their 
engagement has appeared in the papers. Miss Williamson is a sister 
of James Williamson, Barron Collier executive. . . 


Seen patroling the moonlit boardwalk at Atlantic City last week- 
end with vacant eyes and lovesick pallor were Bill Parnell, who con- 
tacts manufacturers for the Westchester County Publishers, and 
Dorothy Webber, secretary to his boss, Tony Francis. They had just 
been married in White Plains. . . 


C. M. Seymour, Fuller & Smith & Ross v. p., is straining at the 
swivel chair. He leaves August 1 for a salmon fishing expedition 
in Canada. . . George W. Oakes, of the advertising department of the 
New York Times, returned this week for a short vacation abroad 
which was highlighted by a visit with his younger brother, John B., 
now at Oxford... 


George F. Rittenheuse, who is associated with John P. Kane in 
the agency business, has achieved matrimony with Marjorie Hanna, 
of Mayfair House, New York, and Bernardsville, N. J. They left for 
a honeymoon in New England after being quietly united by civil au- 
thorities. . . 


George Shackley, who operates Treasure Chest, Inc., which sup- 
plies broadcasters with premiums and merchandising tie-ups, can’t 
bear to be idle a moment. In his spare time he plays the organ on 
the Ave Maria Radio League program on WMCA and continues the 
business of supplying briar wood to pipe makers which he began dur- 
ing the war... 


Frank Miller, Kelly-Smith sergeant-major, reported at his office 
Monday with a tan half an inch thick. He didn’t pick it up at his 
Borough Park reservation. . . 


D. P. Woolley, Standard Brands v. p. in charge of advertising and 
merchandising, and Mrs. Woolley are giving their nephew and his 
friend, both prep-school boys, a liberal education in European travel, 
with London and Scotland as major points of interest. They will re 
turn August 12... 


New York city editors hit the ceiling this week when their photog- 
raphers brought in shots of Grover Whalen without a boutonniere. The 
occasion was the sailing of the Schenley executive with his wife and 
daughter, Mary, on the Rex for an Italian holiday. Collectors prof- 
fered the opinion that the “spurious” Whalens might be valuable 
some day... 


The marriage of Beverley Reynolds and Edmund Norris Brennen, 
of the advertising department of the New York Sun, has united two 
families famous in Colonial and Revolutionary history. Displaying the 
enterprise for which their forebears were famous, the young couple 
did not wait until fall in accordance with the original plan for their 
nuptials. . . 


Randy Hall, Kenyon & Eckhardt writer, once had his own or- 
chestra and keeps his old cunning with a saxophone. He recently re- 
turned from several months in Hollywood directing radio transcrip- 
tions, confessing he was a sucker for getting way out there where 
men are movie actors and women are bathing beauties. . 


Harry Brown, advertising director of the Street & Smith Combi- 
nation, walked into the offices of that company 35 years ago and got a 
job. “But don’t make any plans to stay,” said the man who hired 
him. “This is only a temporary post.” . . 


Jim Clancy, one of the guiding spirits of WTIC, Hartford, is shame- 
lessly proud of his son, John J., recent Yale medical graduate and 
honor man, who is beginning his internship with a view to specializ- 
ing in psychiatry. . . 

Hugh Blakeley, advertising manager of Extension Magazine, is 
enjoying a vacation in the west with Mrs. Blakeley, who is some 
scenic attraction herself. . . Those who have seen the modern bache- 
lor apartment of Dave Smart, of Esquire, in Drake Towers, Chicago, 
say it is the last word. . . 


Frank |. Carruthers, advertising manager of the Denver Post, 
used to be in the newspaper business in Chicago, but you couldn’t get 
him out of God’s country now. . . Ray Bowen, of The New Yorker, 
stopped in Chicago on his way to the Pacific coast just long enough to 
have a round of golf at Sunset Ridge with Cap’n Thurlow Brewer, 
his Chicago manager. . 


Ike Levy, stormy petrel of the NAB convention, went on to the 
Coast after the recent meeting in Colorado Springs. . . So did Ed Petry, 
noted New York radio rep... 

John H. McCarroll, advertising manager of the Bankers Life Com- 
pany, Des Moines, whiles away his leisure hours inventing things. He 
has just been granted a patent on his newest brain-child, an adjust- 
able metal plant shelf which attaches to the middle sash rail of the 
window, supporting house plants and vines in the center of the win- 
dow. He calls it “The Sunshelf.” . . 


Doug Lockhart, sales promotion manager of Macfadden Book 
Company, New York, used a “Baby-Gram” to announce arrival of a 
newcomer at the Lockhart domicile. When the recipient held a lighted 
cigarette to a circle on the apparently blank paper, he shortly learned 
that “It’s a girl.” . 

Henry Jackson, of the sales staff of KFRC, San Francisco, is a 
yachtsman of note, his “Thelma” recently taking first place in division 
11 at the annual Corinthian Yacht Club race. His crew consisted of 
Harrison Holliway, station manager; Murray Grabhorn, sales man- 
ager, and Earl Smith, assistant sales manager. . 


Bates Gilbert, of the design staff of Modern Art Studios, Inc., 
New York, has sailed for Paris to see what’s new there. Miss Gilbert 
will be away for a month. . . 


Marie Celeste, youngest daughter of the Charles J. O’Malleys 
(O’Malley Agency, Boston) who was recently graduated from a pre- 
paratory school, has received the highest award for her poster depict- 
ing “Travel by Air,” in a competition among high schools of the 
Sacred Heart convents. . . 


Eloise Thomas has abandoned the dubious joys of a job as pro- 
duction manager with D’Evelyn-Wadsworth, San Francisco, to devote 
her career to a study of music at the Eastman School, Rochester, 
N. Y. . . Moseley Taylor is keeping pretty busy these days in plan- 
ning the new rotogravure section to be started by the Boston Globe 
early in September.. . D. F. McMahon and his family have deserted 
Chicago temporarily for a motor trip through Europe. He expects to 
sell lots of local lineage for the Chicago Tribune, of which he is local 
advertising manager, on his return. . . 


Financing of 
Florida Drive 


Is Determined 


Jacksonville, Fla., July 12.—While 
every resident of Florida will be 
asked to give ten cents toward the 
$500,000 campaign proposed to ad- 
vertise the state as a year-round 
resort, definite quotas for certain 
industries were established at a 
meeting here last week. 

If county commissions agree, the 
dime subscription will be collected 
by a per capita contribution from 
the 67 counties. The remainder of 
the fund will come from the follow- 
ing: hotels, $25,000; real estate 
firms, $10,000; municipalities, $25,- 
000; state departments, $75,000; all- 


Florida committee, $20,000; trans- 
portation companies, $25,000; banks, 
$10,000; and general solicitation, 
$150,000. 


Governor Sholtz, of Florida, who 
presided at the meeting, has been 
named chairman of the committee in 
charge of financing. The state has 
been divided inte twelve districts 
under the plan outlined by Ralph 
Nicholson, general manager of the 
Tampa Times. 

While the campaign will have 
many objectives, one will be to con- 
vince the world that Florida is a 
pleasant place to visit in summer, 
as well as winter, and that it is 
always a good place to live and raise 
a family. 


To Name New Head of 


Advertising Affiliation 


Directors of the Advertising Affili- 
ation will meet in the near future 
to elect a successor to President 
Robert F. Heywang, Buffalo sales 
manager of American Type Founders 
Sales Corporation, who died suddenly 
July 3 

It is expected that the post will be 
filled either by Joseph Schewe, im- 
mediate past president of the Pitts- 
burgh Advertising Club, or by Wil- 
liam C. Arther, Ensign Advertising 
Agency, general chairman of the 
Pittsburgh convention in May, at 
which Mr. Heywang was elected to 
the presidency. 


Issue “All Outdoors” 
in Enlarged Form 


Acme Publishing Company has 
announced the publication in im- 
proved and enlarged form of All Out- 
doors and Sports Review, established 
in Los Angeles in 1927, as a monthly 
magazine for Western’ sportsmen. 
The September issue will be the first 
under the new management. 

Personnel includes Ed. I. Cobley, 
publisher; T. G. Mauritzen, editor; 
and Ben Charles Tarnutzer, manager 
of advertising. Editorial offices have 
been established at 610 Rives Strong 
Bldg., and advertising offices at 811 
Commercial Exchange Bldg., Los 
Angeles. 


Plans Campaign for 
Airplane Luggage 


Samuel Orenstein, Newark, N. J., 
maker of luggage, will conduct an 
advertising campaign on a new line 
for airplane luggage, hand trunks and 
wardrobe trunks designed by Amelia 
Earhart. 

Fred Wittner will be in charge. 


Louis Sohngen Dies 


Louis Sohngen, 79, a member of 
business departments of newspapers 
for more than 50 years, died at Gen- 
eral Hospital, Cincinnati, July 15. 
Mr. Sohngen served as advertising 
manager of the Volksblatt, and later 
occupied the same position with the 
Freie Presse, Cincinnati. 


To Cement Loyalty 
to the advertiser---in America’s 


No. | Test Market 


6,000 Country Kids Active 
Gazette Good Times Club 
ee 
Janesville (Wis.) Gazette 
Radio Station WCLO 
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SILVER CONTAINER PRETTY AND PRACTICAL 


International Silver Company's new package embodies sales appeal, 
while protecting 1847 Rogers Bros. silver from tarnishing. 


NEW CLEANER 
SOLD ONLY BY 
INDEPENDENTS 


Cleveland, O., July 18.—The Stand- 
ard Vacuum Cleaner Mfg. Company, 
of Cleveland, has perfected a new 
low-priced ‘Keystone’ vacuum 
cleaner for household use which it 
will merchandise only through retail 
hardware stores on a_ restricted 
basis. The product will enable in- 
dependent dealers to meet chain 
store and department store compe- 
tition. 

Sales costs will be reduced to a 
minimum. There will be no sales- 
men and no jobbers. All business 
will be done by mail. 

The new merchandising plan was 
first broached at the National Hard- 
ware Retailers convention at Detroit 
in June. Hardware Retailer will be 
used exclusively to get distribution. 
Later plans call for national adver- 
tising of the Keystone, which sells 
at $39.50. 


Helps for Dealers 


With a minimum order of three 
machines, the retailer will get an 
elaborate demonstration and display 
table, the legs of which are slotted 
to receive promotional cards. These 
will be frequently changed without 
charge to the dealer. 

With the initial order of any quan- 
tity, the dealer will receive a sales 
manual with complete instructions. 
In addition, newspaper mats will be 
furnished and post cards or mailing 
inserts will be available. The ad- 
vertising will feature the slogan, 
“For sale by independent hardware 
retailers only.” 

The Bayless-Kerr Co. of Cleveland 
is handling the campaign. 


To Pedlar & Ayres 


Advertising of the D & B Prod- 
ucts Corporation, Jersey City, N. J., 
has been placed with Pedlar & 
Ayres, Inc., New York. 


Seed Trade enjoying best 
business in years! 


serving more than forty-one million customers, 
farmers and suburbanites. Seed W 

retail, wholesale and mail order seed mer- 
rdware, drug and 


horticultural requirements. 
survey shows this to be an annual hundred mil- 
lion dollar market. For illustration—fungicides 
and insecticides sales per year alone amount to 
7,200 Publishing — oa es agricul- 


Published every other Friday. 
Publish also annually Seed Trade Buyers’ 
Guide and Directory. (Forms close Nov, 15th). 


SEED WORLD 


325 W. HURON ST. CHICAGO, ILL. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicage 


Silver Display 
Simplified by 
New Gift Box 


Meriden, Conn., July 18.—A radi- 
cal departure from traditional prac- 
tice in the packaging of silverware 
—a simply constructed gift box with 
ideal display qualities and protec- 
tion against tarnishing—has just 
been introduced by the Interna- 
tional Silver Company for its 1847 
Rogers Bros. silverplate line. 

Known as the “Envelopac Gift 
Box,” the new container was devel- 
oped by International after long 
study of the requirements of silver- 
ware merchants. It provides a 
handsome box with excellent dis- 
play value on showcases and coun- 
ters, requires less space when 
stored on shelves, and offers “triple 
protection” against tarnish and mois- 
ture. 

The gift box, in a color scheme 
of gold and Capri blue, is brilliant 
and decorative. The lid of the box, 
when reversed, becomes a display 
panel to hold one piece of silver 
under a diagonal ribbon. There is 
no useless cover to become crushed 
or lost and no hinge to break. 


Tarnish Is Prevented 


The “Envelopac” itself, a new idea 
in silverware packaging, affords pro- 
tection against tarnish. It consists 
of a duplex envelope—the outside 
made of special paper, the inside of 
moisture proof cellophane. The 
silver is wrapped in anti-tarnish tis- 
sue, and the envelope sealed against 
air and moisture. 

Folding metal tabs keep the en- 
velope tightly sealed when closed 
and make it easy to open and re- 
seal at will. Sets of six can be 
converted into eights and vice versa 
without any trouble, for the envel- 
opes can be closed without damage 
to the package. When a single 
piece from a set of six is on display 
on top of the box, the remaining 
pieces are fully protected in the en- 
velopes. Adequate display is thus 
allowed with little labor required to 
keep pieces clean. 

The Envelopac is being supplied 
with all open stock flatware items, 
and the Envelopac gift box with 
fancy and serving pieces as well as 
teaspoons. While it is now pre- 
sented with the Thread reproduc- 
tion pattern only, it will be supplied 
with other 1847 Rogers Bros. pat- 
terns. 


“Catholic Guide” 
To Be New Annual 


Catholic Buyers’ Guide will be pub- 
lished Nov. 15 as an annual. Joseph 
F. Wagner, Inc., New York, publisher 
of Homiletic and Pastoral Review, is 
back of the new guide. 

Kelly, Nason & Roosevelt has been 
appointed advertising agency. 


Savers Gets Program 


Beginning about Sept. 15, Life 
Savers, Inc., will start a nation-wide 
radio campaign with a _ half-hour 
weekly over National Broadcasting 
Company’s Blue network. Topping 
& Lloyd, Inc., is the agency. 


Coming 
Conventions 


Aug. 5-8. International Associa- 
tion of Display Men in St. Louis. 

Sept. 9-11. Financial Advertisers 
Association at Atlantic City. 

Sept. 10-11. National Publishers 
Association, Buckwood Inn, Shawnee- 
on-Delaware, Pa. 

Sept. 16-18. Insurance Advertising 
Conference at Westchester Country 
Club, Rye, N. Y. 

Sept. 18-20. National Industrial 
Advertisers Association at William 
Penn Hotel, Pittsburgh. 

Sept. 23-27. Advertising Specialty 
National Association and affiliated or- 
ganizations in Chicago. 

Sept. 30-Oct. 2. Life Advertisers 
Association at New Ocean House, 
Swampscott, Mass. 

Oct. 13-15. Mail Advertising Serv- 
ice Association at Baltimore Hotel, 
Kansas City. 

Oct. 16-18. Direct Mail Advertis- 
ing Association in Kansas City. 

Oct. 13-18. Audit Bureau of Cir- 
culations and other organizations at 
the Hotel Stevens, Chicago. 


Alabamans Form 


New Agency to 
Market Coal 


Birmingham, Ala., July 18.—Ala- 
bama Coals, Inc., a marketing and 
sales promotion agency similar to 
Appalachian Coals, Inc., was organ- 
ized here this week with headquar- 
ters at 910 Webb Crawford Bldg. It 
represents 81 per cent of the ton- 
nage at commercial mines in the 
state. Other operators are expected 
to join the agency. 


Price Cutting Brings Crisis 


Classification of all coal produced 
in the district and price stabiliza- 
tion will be attempted by the new 
organization. The price situation 
was brought to a head recently 
when one large operator was 
charged with breaking an agreement 
not to slash prices below the scale 
prevailing when the coal code was in 
effect. 

Articles of incorporation for Ala- 
bama Coals, Inc., are broad enough 
to include Southern Tennessee and 
Georgia producers who have signi- 
fied a desire to join the agency, ac- 
cording to Herbert S. Salmon, who 
was elected president. 


Distiller Gets White 
As Sales Co-Ordinator 


James R. White, former publishing 
director of Liquor Store € Dis- 
penser, has joined Oldetyme Distil- 
lers, Inc., New York, in charge of a 
new department coordinating work 
with wholesalers, retailers and state 
liquor commissions. 

Mr. White, once president of the 
Technical Publicity Association, was 
formerly with Lamborn & Co. 
Jenkins Brothers and Rickard & Co. 


Swafford-Koehl Starts 


A new advertising agency, Swaf- 
ford and Koehl, Inc., will open of- 
fices at 551 Fifth avenue, New York, 
Aug. 1. Charles. K. Swafford, vice- 
president of the National Hotel 
Management Company, has resigned 
to embark on the new enterprise 
and with him will be Albert E. Koehl, 
restaurant promotion manager of 
National Hotel Management Com- 
pany. 


Hupp Plans Big Drive 

Newspapers in about 800 cities will 
be used, starting July 21, in an ad- 
vertising campaign by the re-organ- 
ized Hupp Motor Company. The com- 
pany is resuming advertising, after 
settlement of internal management 
problems. The new campaign will 
continue up to automobile show time. 
Stack-Goble Advertising Agency, Chi- 


cago, is in charge. 


nessee has been granted a 


“It is my privilege to inform you that the Better 
Homes in America Committee of the State of Ten- 


Special Merit Award 


ments. Here are some of 


PN IS oii incvadoeeuseane 


PUES 5.3 54.0 5530seenasees 


AGeiows: Made «oc... ccccccccce 
PR OD. Sass 05 0eceeseralwes 


for its outstanding work in the 1935 campaign’”’ 


Katherine F. Liston, Executive Secretary 


BETTER HOMES IN AMERICA 


All over the United States, for the first six months of 1935, thousands of home 
owners were engaged in a friendly rivalry of home improvement, culminating in Bet- 
- ter Homes Week in May. Tennessee, as stated above, was one of four States given a 
Special Merit Award. This work in Tennessee was in charge of Geneva White Flanery, 
Editor of the Women’s Departments of Southern Agriculturist, as State Chairman. Un- 
der her supervision, 29,440 rural-farm homes reported a total of 512,101 home improve- 


the important items: 


ere ee 1,939 ee 
begkaitehel 3,494 Porches Seveemad: ....osis.sisccccvcsvcéccss See 
esata 3,088 New Screens POE Te 
biseeenae 1,791 New Fences and Gates..............+++-33;017 
ppakeonte 7,921 Running Water Installed................ 2,949 
stucce nce 8,204 Electricity Installed .................... 3,060 


It is Significant 


New York, 

Austin LeStrange, Manager, 
919 Graybar Building, 

420 Lexington Avenue. 


Detroit, 


Richard L. Hobart, Manager Frank S. Whitman, Manager Don Harway, Rep. 
2-123 General Motors Bldg. 230 N. Michigan Ave. 


It is significant that out of 65 “best” in this nation-wide Better Homes contest, 47 
awards were given to the South. Admittedly, the Southern farmer enjoys the greatest 
prosperity in the farm group, and manufacturers advertising their products to them 
through Southern Agriculturist are reaping a rich reward. These awards show a buy- 
ing market for building materials, paints, hardware, roofing, fencing, draperies, and 
other materials. That farmers are buying is indicated by the report of one Southern 
Agriculturist advertiser who states that 27,000 requests for booklets on farm building 
have been received by his Company alone. 


For the first seven months, advertisers have used more 
space in Southern Agriculturist than in all of 1932 or 1933, and 
ten per cent more than for the same period of 1934. 


It will pay you to advertise to the 800,000 Southern Agricul- 
turist homes, and receive Southern Agriculturist cooperation. 
Let us tell you about it. 


Southern Agriculturist 


First in the Farm Homes of the South 
B. KIRK RANKIN, Editor and Publisher, 


‘Nashville, Tennessee 


Chicago, 


‘San Francisco, 


155 Montgomery St. 
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DESOTO DEALERS 
TO BE PICTURED 
IN. NEWSPAPERS 


Personalized Campaign Runs 
Through Summer 


Detroit, July 18.—Insertion of 
dealers’ individual photographs will 
personalize a cooperative series of 
DeSoto advertisements to run 
through the rest of July and August 
in a large list of newspapers. 

Both large and small space will 
be used, and the entire theme of the 
campaign, prepared by the Detroit 
office of J. Stirling Getchell, Inc., is 
that of man-to-man talk with the 
prospective buyer—the same words 
the reader might imagine the action 
photograph of his local dealer to be 
indicating. 

“Tl back this $695 DeSoto against 
any $1,000 Car,” says one typical 
advertisement. “I Start You Off 
With a $180 Saving!” declares an- 
other—and then offers for proof a 
table of individual savings which 
total $180 in extra value. 


The Dealer Talks 


Copy goes along in the same per- 
sonalized manner, building up def- 
inite reader interest. One advertise- 
ment begins: 

“How many people do you know 
of that buy a new car without lift- 
ing the hood? 

“Lots of ’em, I bet. We call them 
‘easy sales.’ Personally, I’d rather 
sell the man who’s hard to sell... 
who checks me up on every state- 
ment. 

“That’s what I want you to do— 
check me up. Because the facts 
about this new DeSoto are nothing 
less than startling.” 

“It’s in the low priced field ... 
but in bigness, smartness, perform- 
ance and value, you’ve got to com- 
pare this DeSoto with $1,000 cars. 
Nothing less will equal it.” 

Several advertisements in this 
series present charts comparing De 
Soto to four cars—‘“A,” “B,” “C,” 
“D.” Seventeen features are listed, 
all possessed by DeSoto and pos- 
sessed only in part by the other 
four cars compared, according to 
the copy. The DeSoto cash advan- 
tage is then figured—ranging, say 
the advertisements, from $178.38 to 
$207.13. 

Reverse strips in some of the 
larger advertisements promote the 
trade-in idea. “I’ll take your old 
car in down payment,” reads one. 
Personalized notes add to the hu- 
man interest of the promotions. One 
typical one reads: “Despite these 
record low prices for such a motor 
car, I’m ready to go the limit on 
terms, insurance and the rest.” 

Space ranges from three columns 
seven inches to as large as five col 
umns fourteen inches. 


General Mills Has 


New Radio Program 


General Mills, Inc., through Mer- 
rill Advertising Company, Inc., New 
York, has launched a new sports 
broadcast in favor of Wheaties over 
WLW, Cincinnati, with a _ special 
hook-up to WNAC, Boston, featuring 
Bob Newhall. 

The agency was appointed re- 
cently to place a General Mills 
hymnal broadcast over WLW and 
other stations. 


Millers Form Bureau 

Millers National Federation, Chi- 
cago, has formed the National Food 
Bureau as a part of its promotion 
work. Boyd Knell, for nine years ad- 
vertising manager of International 
Milling Company, Minneapolis, has 
been appointed director of advertis- 
ing service for the new bureau. 


Ban Flat Car Copy 


The Common Council of Buffalo 
has forbidden future use of flat cars 
for advertising purposes by Interna- 
tional Railway Company, on the 
ag that the flat cars obstruct 


Whisky with Triple 
Label Is Marketed 


Chicken Cock, a new blend placed 
on the market by National Distillers, 
Inc., New York, is uniquely labeled 
in that the trade-marks of the whis- 
kies used in the blend, Old Overholt 
and Mount Vernon, are stated on the 
back label. 

The three brand names will be fea- 
tured in advertising to start when 
the bar trade is covered. Lawrence 
Fertig & Co., New York, is the agency. 


Member of the A. N. A. 


Republic Steel Corporation, Youngs- 
town, O., has been admitted to mem- 
bership in the Association of National 
Advertisers, Inc., New York. Stanley 
A. Knisely will represent the com- 
pany. 


Stanco Rights 
To Flit Can 
Are Sustained 


New York, July 19.—Stanco, Inc., 
manufacturer of Flit, has been sus- 
tained by court judgment in an ac- 
tion against the Sun Klean Chemical 
Company, Jack Buxbaum and Julius 
Steinhart, alleging plagiarism of the 
patented Flit Spray can. 

Judge Alfred Coxe, U. S. District 
Court of the Southern District of 
New York, issued a temporary in- 
junction against the defendants, re- 
straining them from “selling or of- 
fering for sale any insecticide or 


goods of substantially the same de 
scriptive properties, cans, labels or 
containers which, by imitation or 
otherwise, are likely to be mistaken 
for the Flit can.” 
McCann-Erickson, 
the Stanco account. 


Inc., handles 


Liggett Adds Account 


Carr Liggett, Inc., Cleveland, has 
been appointed agency for Miniature 
Locomotive Company, Cleveland. 
Magazines and direct mail will be 
used. 


Club Leads Festival 


Cleveland Advertising Club will in- 
itiate the Cleveland Summer Festi- 
val with a civic luncheon July 22. 
Municipal officials and editors of 
Northern Ohio have been invited. 


Merge “Printing Industry” 
with “Printer Journalist” 


The Printing Industry, Chicago, 
has been purchased by H. L. William- 
son, Minor Smith and Wayne Harsha, 
of Springfield, Ill., from Gorden D. 
Lewis and F. S. Brandenburg, and 
will be merged with National Printer- 
Journalist, Springfield, Ill. 

National Printer-Journalist will be 
published in pocket size, as The Print- 
ing Industry is published. 

Gorden D. Lewis will remain with 
The Printing Industry until details of 
the consolidation are completed. 


University’s Agents 
University of Miami, Coral Ga- 
bles, Florida, has appointed Frank 
Kiernan Co., New York. News- 
papers will be used. George Butterly 
is account executive. 


Tue CITY OF 


IT IS A MARKET OF 


1,000,000 PEOPLE! 


WASHINGTON with its 


permanent employment and steady incomes... 


its high per capita 
the U.S.) . 


retail sales (the highest in 


. . its lack of violent fluctuation in 


sales volumes during depression periods . 


in short, its stability . 


is not only an ideal 


market in itself, but it is also the economic and 


social center of 28 contiguous counties. 


Across the Potomac River in the State of Vir- 


ginia, there are twenty-two counties that are 


definitely tied to Washington because of eco- 


nomic, geographic and so- 


cial factors. 


Virginia has always been 
and is today agricultural, 


consisting of large estates 


and small farms. 


of its towns, at best, are 
slightly more than vil- 


lages. Hence good roads, 


coupled with the shop- 
ping advantages fur- 
nished by Washington home of Mr. Gerald B. 


Northern 


(the most distant point is only a few hours’ 


ride), make the Nation’s Capital the natural 


metropolitan trading center for the large num- 


ber of families living there. 


Much of this portion of Virginia is interna- 


tionally known as the location of the estates 


and country places of an outstanding group of 


well-to-do and wealthy people. Here some of 


the most famous “hunts” in the country take 


place. It represents a society group tradition- 


ally famous and about as impregnable as the 


Most 


Start of the Blue Ridge (founded in 1888), 


from Carter Hall, Millwood, Virginia, the 


Lambert. 


and small farms . 


Rock of Gibraltar. 
To the northwest of 


Washington there are six 
counties in the State of 
Maryland, which formuch 
the same reasons count 
Washington as the center 


of their activities. Estates 


.. agri- 


culture and horses ...a 
group of counties similar 


in an economic and social 


THE WASHINGION 


PAUL BLOCK AND ASSOCIATES @ National Advertising Representatives 
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Contest to Promote 


Window Shade Sales 
Columbia Mills, New York, window 
shades, have appointed Modern Art 
Studios to enlarge their itinerant dis- 
play to be shown by 100 dealers. 
The campaign is based on a prize 
contest. Prizes will be awarded in 
each city to the person selecting the 
most appropriate window shade color 
for a group of specifically designed 
rooms, 


Ramsdell Joins Starch 


Arthur W. Ramsdell has joined the 
Daniel Starch research organization, 
New York. Mr. Ramsdell was for- 
merly with Burroughs Adding Ma- 
chine Company, and the research di- 
visions of Campbell-Ewald Company 
and Batten, Barton, Durstine & Os- 
born, Ine. 


A.D. A. Sets Up 
New Plans for 
Dealer Surveys 


New York, July 18—At a direc- 
tors’ meeting here this week it was 
decided to expand the activities of 
Advertising Distributors of America, 
Inc., to include dealer and consumer 
surveys and merchandising service. 
A creative service department is also 
being established to aid national ad- 
vertisers in the preparation of sales 
literature for house-to-house distribu- 
tion. 


Attending the meeting were Jean 
Blum, chairman of the board, San 


Francisco; R. L. Goodman, presi- 
dent, Chicago; J. B. Barry, vice- 
president and national sales direc- 
tor, New York; Roy A. Ziegenfuss, 
vice-president, St. Louis; George P. 
Johansen, secretary-treasurer, New 
York. All were re-elected for an- 
other year. 


Other directors present, repre- 
senting the organization’s zone divi- 
sions in their respective cities, were 
Arthur J. Adler, Philadelphia; J. W. 
Linehan, Baltimore; Merle Spandau, 
Pittsburgh; Harry Peck and William 
Greenfield, New York; and Walter 
Burridge, Cleveland. 


Zone offices are also located in 
Washington, Indianapolis, Louisville, 
Chicago, Milwaukee, Minneapolis, 
St. Louis, Kansas City, Denver, Los 
Angeles and San Francisco. Execu- 


Takes Anything in 
Credit on Auto 


Chicago, July 18 — Any 
would-be car buyer who hasn't 
an old car to trade in for a 
new or used Ford will be 
given credit on any merchan- 
dise which has a value, Tau- 
ber Motors, Inc., is advertising 
via radio. 

The dealer suggests electric 
refrigerators, washing ma- 
chines and fur coats as good 
things to trade in for an auto- 
mobile. 


tive and national sales offices are 
located here. 


GIN FOR KIDNEYS 


we Kidney. / FOR ME! 


et be Ay THE TROUBLE 


The famous Middlebury pack, started in 1906, at a fox hunt near Aldie, Virginia. 


sense to those in Virginia 


Thoroughly alive to this situation, The Wash- 
ington Herald—edited by a woman who under- 
stands the characteristics and make-up of this 
entire area because she is a part of it—has 
shaped and presents its features and news cov- 
erage in such fashion that it has attracted a 
substantial portion of these people as regular 


subscribers. 


Here then is a market composed of the City of 
Washington and 28 Virginia and Maryland 
counties . . . 1,000,000 people . . . ideal for the 
consumption of the goods of the nation’s manu- 


facturers. 


Compact ... able to buy . . . stable 


. demanding and buying the best. An aver- 
age of 1 out of 3 read The Washington Herald 


daily ...2 out of 5 Sunday. 


The Herald’s cooperation with advertisers con- 
sists of applying its detailed knowledge of the 


market, plus its facilities for cooperation to 


HERALD 


New York Boston Philadelphia Chicago 


Detroit 


each particular problem . . . there is nothing 
cut and dried about it . . . conceived from 
the Sales Manager’s viewpoint . . . more sales 
at lowest possible cost. Write or phone for a 


representative. 


Thousands of country homes like this lie along the high- 


ways that lead directly into Washington. 


Ae hs a 
we) ae 


101,234 
195,242 


Cincinnati Los Angeles San Francisco 


etre “nyse or 


The health appeal has increased 

sales 40 per cent for an Australian 

house. Goldberg Advertising 

Agency, Sydney, conceived the 
idea. 


STANDARD OIL 
RADIOPROGRAM = i 
HELD SOOTHING 


New York, July 18—The idea 
which won Marsehalk & Pratt, Inc., 
the appointment as radio agents for 
the Standard Oil Company of New 
Jersey was revealed this week as a 
plan to make commercial continui- 
ties so entertaining as to snare the 
dial twisters as easily as the show. 

One of the several ways the 
agency proposes to accomplish this 
was demonstrated on the opening 
broadcast over a national hook-up of 
Columbia Broadcasting System sta- 
tions, when a commercial a little 
over three minutes in length was ee 
given as a skit set to jazz rhythm) a 
similar to a patter chorus. The F 
transition from a musical number by 
Guy Lombardo’s orchestra to the 
skit was painlessly made without in 
terruption. 

Seven actors, or singers, were re: 
quired to put_on the skit, the plot of 
which was the trial of a traffic offi- 
cer for turning handsprings while 
on duty. 


The Sympathetic Judge 


Evidence showed that the spirit 
of carefree happiness which grips 
regular users of Esso and Essolube, 
exhibited by the drivers-in at a 
newly-opened Esso station on the of- 
ficer’s corner, had proved so con- 
tagious that the officer could not re- 
frain from performing antics from as . 
an outlet for exuberance of joy. The 
judge, an old Esso user himself, un- 
derstood the situation and acquitted 
him. 

The agency’s radio director, Dave 
Elman, who wrote the lyrics, has 
been contending since the birth of 
radio that all objection to commer- 
cials could be eliminated with bet- 
ter handling, but he has had consid- 
erable difficulty in interesting spon- 
sors in departing. from custom. 

He says he has nine or ten other 
ways of presenting the continuity 
just as effectively and that the client 
has already approved several of 
them. All involve what sponsors 
generally now think is a unreason- 
able cost for commercial continuity 
“talent.” 

Mr. Elman is credited with having 
made an important contribution to 
radio advertising in 1929, when he 
introduced the one-line opening. 


De Luxe Check Appoints 


De Luxe Check Printers, Inc., St. 
Paul, with branches in principal 
cities, has appointed Perrin-Paus 
Company, Chicago, as its advertising 
agent. Business publications and 
direct mail will be employed. 


Represent “Times” . 
Mid-South Dailies has been ap- 
pointed national advertising repre- 
sentative of the Democrat-Times, 
Greenville, Miss. 


Bee og asa A We are © ache Pee eee nt. Ceca 8 : erica te ae ee Serves age oc ss Se Pie hea Se oe vy Pena ie aie rors Vth, Aeon Oe here ee : Lok eS Pa 1 iver earls a 
a ps pe at stra in-* age ne es: i cee j os ie aaa ist Se ares: Co gee es Se le em wt ee pe Pee Oe eae iL hither Crag pa gee ae clea emi et EN 
-- wiitiiiie sa OT SEAT TOT EO OR Ee Tae aT TT RT ee ne ETE Te rT ae RE en son 
| a 27 i 
4) | | a 
Po i 
ae | ~ | : 
—— | mm \f ean 
4" } a 
: : YES, TA FEELING : 
S aap 4 SIT OFF COLOUR, sit 
; ; ' KIDNEYS, | THINK. ‘ 
a | a 
: Z ~ 
tain Wie st / e ' mie 
‘ Erictaees 2 | letiet wets Jere (coe cesses (os eal fe 
ae rer OT tee Tham reel | Senn Fe 4 
—_ — See i 
i 6 (t be (Si, a 
| ) i ve ys. 
.} yO i) an sxe Aja 
~ “{ . 
} Pics a ! 
| Lae ae a ¢ 
[ ssa CA 2 ae 
Past ol eee 
| Safe; Smee 
| | | fees SSS i 
@ ; : 4 ynoMar,, 
OOOO EEEEEEeEEoEoaaDnDnDn9@9@SESQQ@T EEE = ; “\ 
SEE | ee ee | 
a 
ft ol 
he ee ee) 
Pec 
i. Ree. 
ee eres 
en ee 
se ae a 
Ca Tg 
= AY = ” 7 “is Pon ni ve Y. ‘ TFS Some 7 r pee 
¢ ‘ : y (er fof 9 a OR és “ othe we. : i oe 
BASE oo? SBR TO : ee | 
; .Y : ° Gj P < : % +S ‘ 7 
ZN i\ eae > age!) So, 0 Se ee A 
; at ® oa ¥ ‘ 7. $ “ ~ + — enter 2 _ § “ ys 4 % mas 
; o; aD p ; . zat . Re oe Pa : fos <9) “se y A a ca 
fe p wy ones 6 ieee OE \ Aa t= Fa ce ta 
Fe - yy . his OT a 3 fen ts A A i 
H o, 5 a ‘ \ Mi. a Avy ' ee f e i 4 é a be =~ jet a3*; 4 peer ati 
<t . See “sf © “ | big < % eae ir ng - cei * 4 jeer Pack: fee x 
" tie . ’ oe j -¥ t 4 il ‘ ; ——- 5 eet os . “a ea Yeas 
ek a A 7 ‘ | - ~~ ries -_ — i a aes. 
M , ALA ; ; m At i ~ ye , in ae 
Rat Wf +” a : wl i™ T « "¥ het oe e a ee ‘ 
S 3 J oe \ : i is oo . _ Z xf : 
P , , j 5 a av 5 aed { P* e 4 nM a : 
te” », eae fi : ‘ }' ae mt se = i? , * } b %! ew 
. ” te f Pa : . a 
po ON yf A. 6 aN< Oh Neh) é Rai | Eee Te iy fe « ' ie 
ip 4 on epee HO AK, 7? reas coe 1 < 5 
eux m/ oy ay SS ~ om) . { ty 3 ots 4 eae , “ B re = 
7 + ‘® ' ys - . a ; ¥ fi y > ®. : a Ae ” * . A aa 
mg ff 1 ee: * ‘ ‘f ma Ty Sot ea . — 
74 & : ne * >. Sree 
r wy i ; @. PCS AES hy, Le et ts Reetoy <1 ee ee 8 ee Wee yas ea eu 
OEM * & a ee Ny cae Mk i et es tes OE bee 
ee a 
ees 
bas . . ee | st 
Ee : PO] SHic 
a “ee = a ee : 
‘ . . CEOS a . rac gy 
‘ Fai etng: Zz cam . =< “= 
’ As 2 pe i ——— pT i 
eS ee ee cea : 
iinet - “ey si hg | i 
7 Sit. = Ser | 
, ae 3 i ee ‘ “Sy “ “b 
: a" el Gee ges i 
a = ; ™ ne pepe) 5) A, 
| \_GS SSS = 5 ty ER SS [8 ~ 
| Setereet = 35 SSSEs ‘Tees 
re  lté<‘“‘(COé«S Toor 
. ae cs e oF & 
: 2 a. a Die LI | 
ey es Pe Oe i ; 3 “ sn 
; “fj ie : eee TY SER = eee ai ; 
; if es a rors oh Fels, 
| ee ee ee ee : 
~ \a ee a a. i 2 or Se : ; 
| = met Sr oe OS a Pilla, Sane : 
a WS San Se AS ese Me eh dv 
ant > dea ae p geet aa Py Slee a 
eee tS ae MM BRS ag oe 4 
ae AE eee CK, ne see a : 
| 3 OER Sabah awe , le z eis ee Se a eae ° eae i 
ee ai : eee wa a eee 4 
o en: et antl oe “5 tos bod 
ee | ad ee ee Sy Ce eee fat 
| ceeds | ar 2s, acces fa 
Cr ee Ska wi yee a ape 
‘ oe aoe : a eas >, Pao gra rin: 1 5 ee f 
/ . suee ¥ . ‘s “ts oo 4 a | o woe _* s" ~ 
| ee 
| i eee = 
j 
{ = — - —— - 
ann Ae Seis. oP i Mes. See a ey yeaa ls “otk 
= sas ak Ai ee ee eee ee 5 ok tere 
ee ork he A le sd a eae go ees Fe plea cile er aca PS ee 
aes Rabant aya, = ig ae, ent Ee Cy Leger: pe gis ieee | Rea 


PROGR 


28 


ADVERTISING AGE 


July 22, 1935 


Advertisers Take 
Initiative; Warn 
Pitchmen to Beware 


New York, July 18.—In a half- 
page advertisement in the “pipes” 
section of the July 20 issue of Bill- 
board, the Feen-A-Mint Company 
warns health-hawkers and pitchmen, 
who sell medicines by means of side- 
show demonstrations on street cor- 
ners, against making slanderous 
statements about nationally adver- 
tised brands of food and drug prod- 
ucts. 

The advertisement is a part of a 
campaign against this form of harm- 
ful propaganda, which began in last 
week’s issue of Billboard with an 
advertisement sponsored by the Ex- 
Lax Company and also addressed to 
pitchmen. 

Both advertisements quote the re- 
cent permanent injunction issued by 
the United States District Court for 
the Eastern District of Pennsylvania 
forbidding slander of Ex-Lax, Feen- 
A-Mint or chewing gum laxatives, as 
a result of action taken against the 
Rosdex Health Products Company. 


Committee Is Active 


William Berg, president of Health 
Products Corporation, manufacturers 
of many proprietary medicines, in- 
cluding Feen-A-Mint, and chairman 
of the Proprietary Association’s re- 
cently formed committee on unfair 
competition, has called a meeting of 
the committee at the Hotel Bilt- 
more July 30. Other members of the 


committee are Earle A. Means of 
Bristol-Myers Company, Robert Gray 
of Sterling Products, Inc., and Max 
Kiss of Ex-Lax Company. 

In an article in the July issue of 
Druggists Circular entitled “Pitch- 
men and Their Slanderous Competi- 
tion with Druggists,” a number of 
nationally advertised products are 
listed as favorite targets of pitch- 
men. 

Those listed were Squibb’s Min- 
eral Oil, Feen-A-Mint, Phillips’ Milk 
of Magnesia, Cascarets, Sal Hepat- 
ica, Doan’s Pills, Syrup of Figs, 
Bayer Aspirin, Castoria, Phenolax, 
Ex-Lax and Agarol. 


Promotes Canned 
Corn-on-the-Cob 


Canned corn-on-the-cob, packed by 
the vacuum method, will be widely 
offered by: the Minnesota Valley 
Canning Company, Le Sueur, Minn. 

The company has packed corn on 
the cob for 10 years, selling most 
of the product to Canada, where it 
was sold at hot dog stands. In 1930, 
when Canada raised her tariff, de- 
velopment of a domestic market 
became necessary. A new special 
seed strain has been produced, and 
with the aid of the Continental Can 
Company, a new can has been de- 
veloped. The can has four inverted 
ribs along its length. For institu- 
tional use, a container holding 16 
ears has been made. 


COULDN'T IMPROVE THE PRODUCT SO— 


| 
| 
| 
| 


American Safety Razor Company will feature a handsome new con- 
tainer in a newspaper campaign to break soon. 


Rogers Peet Plans 
First National Copy 


With the appointment of Sam B. 
Pascoe as general manager of the 
wholesale division of Rogers Peet 
Company, New York, plans are near- 
ing completion for an expansion of 
this department and the company’s 
first national advertising campaign. 

Mr. Pascoe, formerly with Alfred 
Decker & Cohn, Hart Schaffner & 
Marx, and Cohen, Goldman & Com- 


pany, will have charge of wholesale 
sales and advertising. The adver- 
tising program to support the con- 
templated wholesale business, laid 
out tentatively, includes the use of 
some 20 rotogravure newspapers. 
Briggs & Varley have been appointed 
advertising counsel. 

The wholesale department will 
specialize in the promotion of men’s 
suits retailing at $45 to $95, accord- 
ing to Phillips R. Turnbull, vice 
president, secretary and treasurer. 


Sohio Starts 
Color Series 
In Newspapers 


Cleveland, O., July 19.—What is 
said to be the most pretentious color 
campaign ever staged in newspapers 
has been launched by Standard Oil 
Company of Ohio. Two colors will 
be utilized in full pages in ten Ohio 
dailies. 

The campaign, in behalf of Sohio 
X-70 gasoline, will talk about more 
mileage and greater power. McCann- 
Erickson, Inc., is in charge. Cartoons 
will be employed in many instances. 

Newspapers carrying the color ad- 
vertising include Athens Messenger, 
Cleveland News, Ohio State Journal, 
Middletown Journal, Newark Advo- 
cate, Sandusky Register, Sandusky 
Star-Journal, Toledo Blade, Toledo 
Times, Youngstown Telegram, Zanes- 
ville Times-Recorder and Zanesville 
Signal. 


Mayfair To Rooney 
The New York office of Alfred 
Rooney Company has been appointed 
advertising agency for Mayfair 
House, Park avenue and 65th street, 
New York. Newspapers and maga- 
zines are scheduled. 


Appoints Representatives 


National Apartment Journal, Cleve- 
land, has appointed Oliver F. Byxbee 
as Chicago representative, and Van 
Best & Associates, in Detroit. 


Ullman Studios Closed 


New York Studios of Martin Ull- 
man have been closed until Sept. 10. 
Mr. Ullman is spending two months 
in Europe senate packaging. 


OUTH-CASH FARM INCOME 


EST DURING FA 


Much More Than One-Third of the Annual Income of Nearly Two 


Abb. Mi 


na 


Billion Dollars Is Received from September Through December 


FEB. 


JAN. 


MAR. 


APR. MAY JUNE 


JULY AUG. SEPT. 


100,340 | 99,949 | $109,526 | 112,179 | 100,825 | 126,740 


$216,563 | 


' $476,588,000 


i” 


asi i? 
Birmingham Raleigh 
250 Park Avenue, New York 


In the fall of the year the flow of cash into the great rural market of the South reaches 
its height. This is the season when the most important cash crops—cotton, tobacco, 
peanuts, hogs, sugar products, rice, pecans, apples, etc.—are taxing the marketing 


facilities of this great agricultural region. 


Because the best time to sell goods is when the greatest amount of cash is in the 


ESSIVE FARMER 


and Southern Ruralist 


Memphis Dallas 
Daily News Bldg., Chicago 


1934 Cash Farm Income 14 Southern States; ,000 omitted in above figures. 


== $449,270,000 


- 


274,813 


OCcT. DEC. 


| 136,786 


NOV. 
| 196,279 


$824,441,000 4 


ice Division, 


SOUTH LEADS IN RURAL 
RETAIL SALES pagel 


Jan.-May, '35 over Jan.- 


Source: Marketing Research and Serv- 


% Gain \eottar’ heate 


H v4 
152% 


U. 8S. Dept. of Commerce. 


market, manufacturers in large and growing number are stepping up their fall sell- 
ing campaigns in the Rural South. And because it is the South’s leading farm- 


and-home magazine, Progressive Farmer is sharing generously in these sales plans. 


THE SOUTH’S LEADING FARM-AND-HOME MAGAZINE 
More Than 900,000 A.B.C. Net Paid 


Rate Base—850,000 Guaranteed 


$2, 000, 000,000 
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ADVERTISING AGE 


DUMB AND SMART 


star oon 
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Pioneer Suspender Co., Philadel- 
phia, is believed to have made a 
smart move by getting rights to 
“Dumb Bell Letters” of movie 
fame. They are being used in a 
trade-paper campaign. 


MISS WETHERED 
GETTING SALES 
FOR WANAMAKER 


Feminine Golfer Proves Ef- 
fective Missionary 


Philadelphia, Pa., July 18.—The 
John Wanamaker sponsorship of the 
American tour of Miss Joyce Weth- 
ered, noted British woman golfer, is 
already proving its effectiveness in 
increased sales of the Joyce Weth- 
ered clubs and Silver King and King 
Plus golf balls for which the Wana- 
maker organization has exclusive 
American sales rights. 

Miss Wethered’s itinerary, includ- 
ing matches with America’s most out- 
standing luminaries of the links, is 
tied in through Wanamaker adver- 
tising in newspapers and at point of 
sale with the British star’s sponsor- 
ship of both the domestic and im- 
ported clubs bearing her name and 
the two types of ball. 

The imported club is made by Gib- 
son, of Kinghorn, England. The do- 
mestic club, styled on the same lines 
and designed by Miss Wethered, as is 
the Gibson product, is made in this 
country exclusively for John Wana- 
maker. The King Plus ball is of high- 
powered construction; the Silver 
King, regulation. 


Work in England 


Miss Wethered, who was born in 
1901, makes her home in Surrey, Eng- 
land. She is manager of the sporting 
goods department of Fortnum and 
Mason, London department store. She 
was brought to this country by Wan- 
amaker to introduce the products she 
sponsors to American golfers. 

The principle of her club is a revo- 
lutionary theory of weight distribu- 
tion especially helpful to women golf- 
ers. For many years, the Wanamaker 
organization points out, women’s 
clubs have differed from men’s only 
in that they have been made lighter 
in weight and with a shorter shaft. 

Miss Wethered noted, however, that 
women, lacking a man’s strength in 
their wrists, are inclined to hit their 
long iron shots too high, striking 
with a scooping motion and effecting 
more of a throw than a direct hit. 
A high shot, of course, does not carry 
so far. 

Accordingly, she designed a set of 
clubs with the weight placed higher 
in the head of the long irons and 
graded downward in the shorter irons 
on the theory that the higher place- 
ment of the weight in the long irons 
would tend toward a lower stroke. 

Miss Wethered started her tour fol- 
lowing what sports writers declared 
the most sustained and intensive 
build-up ever given a visiting sports 
celebrity on American shores and 
has played in New York, Philadel- 
phia, Boston, Washington, Norfolk, 
Wilmington, Del.; Baltimore, At- 


lanta, Pittsburgh and many other 
eastern and middle western cities. 

She is accompanied by George 
Hingston, director of public rela- 
tions for Wanamaker, and news of 
her activities have been reports of 
her matches have not only been given 
news space by dailies all over the 
United States but in addition have 
been carried by cable to Reuters, 
British news agency. 

Miss Wethered found American 
sand heavier than that of her native 
land, our greens slower, and Ameri- 
can-made balls larger and lighter in 
weight. She found her niblick inade- 
quate in lifting a ball from the heav- 
ier American sand and had a heavier 
— made after her first match 

ere. 


She has been matched against 


Glenna Collett Vare, Maureen Orcutt 
Crews, Leo Diegel, Johnny Dawson, 
Gene Sarazen, and, in fact, the best 
opposition it has been possible to 
procure. She is due to end her tour 
and return to England the first week 
of August. 


Marphy to Virginia 

John W. Murphy, public relations 
manager of Pan-American Life In- 
surance Company, New Orleans, and 
past president of the New Orleans 
Advertising Club, has resigned to join 
the Life Insurance Company of Vir- 
ginia, Richmond. 


Grier Is Transferred 


Jack Grier, advertising representa- 
tive of Liquor Store & Dispenser, New 
York, has been transferred from the 
Chicago office to New York. 


FIND AGENCY 
MORTALITY HIGH 


Westport, Conn., July 19.—Of 129 
new advertising agencies formed in 
1931 and 1932, only 25 are still in 
existence, a study by Lynn W. Ellis, 
Westport Management Institute, in- 
dicates. This would presume a mor- 
tality of 23 per cent a year. 


Half Are Gone 


Of 357 small agencies canvassed 
by the Institute as possible mem- 
bers in August, 1932, only 48 per 
cent are still in business, accord- 


ing to current lists, the mortality be- 
ing 17 per cent annually. 

Continuing with his analysis, Mr. 
Ellis said that of 622 listed in 1926 
as having recognition from at least 
two organizations,—the top third of 
1,836 agencies then alive—45 per 
cent have disappeared. 

Of 207 New York agencies hand- 
picked out of over 700 in December, 
1926, 53 had vanished by January, 
1931, a loss of 25 per cent in four 
years. 

“Of 189 ‘10 to 20 men’ agencies 
culled as prospective members of 
the Continental Agency network in 
March, 1932,” the analysis continues, 
“39 have disappeared from current 
lists—a death rate of 7 per cent 
annually. This indicates the hazard- 
ous future of the ‘average agency.’” 
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MDUSTRIAL MARKETING 


— is the only publication devoted exclusively to the 
merchandising problems of manufacturers of industrial 
machinery, equipment, materials and supplies. It discusses 
all phases of industrial distribution, sales promotion and 
advertising, with emphasis upon both correct principles 
and successful practice. It is the national forum for the 
exchange of ideas among sales, advertising and research 
executives in the industrial field. Published monthly. 
Single copy, 10c. Annual subscription, $1. In Canada 


and foreign countries, $1.50. Send coupon today. 


INDUSTRIAL MARKETING 


| 537 S. Dearborn Street 


Chicago, Illinois 


Please enter my subscription for INDUSTRIAL MARKETING as indicated below: 


i ee ee ke ee coe a a ee a ge er ye es 


O Send invoice 
O Remittance enclosed. 


Canadian and Foreign, $1.50 per year. 
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The Week's 
New Programs 


July 15 


Dodge Bros. Corporation for Dodge 
economy day. One time. Arnold 
Johnson and his orchestra, Victor 
Moore, comedian, Ted Husing, and 
A. Van Der Zee, general sales man- 
ager, over 76 stations of CBS, 2:30 
to 3 P. M., EDST. Originates WABC. 
Agency, Ruthrauff & Ryan, New 
York. 


oe 


Affiliated Products, Inc., for Louis 
Philippe and Edna Wallace Hopper, 


cosmetics. Renewal. “Marie, the 
Little French Princess,” and ‘“Ro- 
mance of Helen Trent.” Mondays 


through Fridays, 2 to 2:15 P. M., 
EDST, for ‘Marie” and 2:15 to 2:30 
for “Romance” over CBS. Agency, 
Blackett-Sample-Hummert, Inc. 


. = 


Pepsodent Company for Pepsodent 
tooth-paste and antiseptic. Network 
change. “Amos ’n’ Andy.” Mondays 
through Fridays, 7 to 7:15 P. M. and 
11 to 11:15 P. M. over red network 
of NBC. Originates at WMAQ. 
Agency, Lord & Thomas. 


July 19 


General Mills, Inc., for Sperry 
flour. Renewal. “Feminine Fancies.” 
Staggered schedule of ten programs, 
3:20 to 3:30 P. M., PST, over Co- 
lumbia-Don Lee system. Originates 
at KFRC. Agency, Westco Advertis- 
ing Agency. 


July 20 
Chevrolet Motor Company for 
Chevrolet cars. New. “G Men.” 


An Asset to the Graphic Arts ’ 
Prof Nationally Used 
3 Grades - Light-Mediutn and 
Heavy-}$2% Per Gal Post Paid 


$.S. RUBBER CEMENT 
4039 KENMORE AVE. CHICAGO 


Saturday from 9 to 9:30 EDST, over 
red network of NBC. Originates at 
WEAF. Agency, Campbell - Ewald 
Company. 

July 21 


Sterling Products Company for 
Bayer aspirin and Dr. Lyon’s tooth 
powder. Renewal. “Manhattan Merry- 
Go-Round,” Sundays from 9 to 9:30, 
EDST, over 57 stations of Red net- 
work of NBC. Originates at WEAF. 
Agency, Blackett- Sample - Hummert, 
Ine. 

July 22 


Lever Brothers Company for Lux 
toilet soap. Extension. “Lux Radio 
Theater,” every Monday, 5 to 6 P. 
M., PST, for 52 weeks over CBS to 
Don Lee Broadcasting System. 
Agency, J. Walter Thompson Com- 
pany. 

July 26 


The Kellogg Company for Pep- 
Cereal. Renewal. “Kellogg College 
Prom,” 8:30 to 9 P. M., EDST, over 
26 stations of Blue network of NBC. 
Originates at WJZ. Agency, N. W. 
Ayer & Son. 


“Post” Representatives 


The New York Post has appointed 
George A. McDevitt Company as na- 
tional representative, effective July 
15. 


Salisbury Recovers 
Al Salisbury, of Reincke - Ellis - 
Younggreen & Finn, Chicago, is back 
at his desk after a brief illness. 


T. J. Dooley Dead 


Thomas J. Dooley, 28, advertising 
manager of the Mishawaka branch of 
the News-Times, South Bend, Ind., 
died in Mishawaka July 17 of pneu- 
monia. 


Gets Princeton Press 
Princeton University Press has ap- 
pointed Luckey Bowman, Inc., New 
York, with Curtis F. Columbia as 
account executive. 


Joins Moore & Hamm 

Paderewski, with Thomas H. Reese 
Company the past two years as fash- 
ion art director, has joined Moore & 


Hamm, Inc., New York. 


Use the 


year. 
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READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 


$1 a year—Fifty-two issues! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


Company ........- cece cee ee ccc ecereeseceecceceecess 


Nooo os 0 dba ad ne bds000% 


coupon! 


GOVERNMENT'S 
POLICIES WILL 
BE SCRUTINIZED 


Distribution Gonference Out- 
lines Program 


Boston, Mass., July 18.—The pre- 
liminary announcement of the sev- 
enth Annual Boston Conference on 
Distribution to be held at the Hotel 
Statler, September 23-24, states that 
the themes of the conference will 
be “Distribution and the Consumer,” 
and “Government Policies and Dis- 
tribution.” 

Daniel Bloomfield, manager of the 
Retail Trade Board of Boston, and 
manager of the Conference, an- 
nounced that the list of speakers 
will include Colby M. Chester, Jr., 
president, General Foods Corp.; 
David Sarnoff, president, Radio Cor- 
poration of America; Mrs. Emily 
Newell Blair, chairman, Consumers 
Advisory Board; Ernest C. Hastings, 
president, Dry Goods Economist; Gil- 
bert P. Farrar, typographic coun- 
selor, American Type Founders Sales 
Corp.; Roscoe R. Rau, executive 
vice-president, National Retail Furni- 
ture Association. 


Distinguished Speakers 


R. S. Alexander, assistant profes- 
sor of marketing, Columbia Uni- 


versity; Ernest C. Morse, general 
director, Associated Wool Indus- 
tries; J. M. Barker, vice-president 


and treasurer, Sears, Roebuck & 
Company; Joseph H. Appel, general 
manager, John Wanamaker, Inc.; 
John McKinlay, president Marshall 
Field & Co.; Paul H. Nystrom, presi- 
dent, Limited Price Variety Stores 
Association; Colonel Clarence O. 
Sherrill, president American Retail 
Federation; Robert Amory, president 
Nashua Mfg. Company; Kenneth 
Dameron, professor of marketing, 
Ohio State University; 

Claudius T. Murchison, director, 
Bureau of Foreign & Domestic Com- 
merce; Philip J. Reilly, Retail Re- 
search Association; Dr. Melvin T. 
Copeland, professor of marketing, 
Harvard Graduate School of Busi- 
ness Administration; Dr. James P. 
Warbasse, president, Cooperative 
League of America; Ruth O’Brien, 
Home Economics Bureau, Depart- 
ment of Agriculture; Malcolm P. 
MeNair, professor of marketing, 
farvard Graduate School of Bus) 


ness Administration; Henry F 
Long, commissioner of corporations 
ind taxation, Massachusetts, and 


others. 
To Discuss Research Needs 


Some of the subjects to be dis- 
sussed by these speakers are: Some 
imexplored areas in the field of dis- 
tribution; research needs and ac 
‘ivities in field of distribution; cosi 
of operation of English department 
stores compared with American 
stores (a study of the relatively low 
»xpense rates of English department 
stores; effect of government activi- 
‘ies on distribution: wholesale dis 
tribution today and tomorrow; where 
is wholesaling headed?; that magic 
word “wholesale”; unit sales anda 
buying power; distribution and con- 
sumer relations; printers’ type and 
consumer interest; the consumer 
movement—what it means; coopera- 
tive distribution expands; the rising 
tide of consumer interest in dis- 
tribution; business—the guinea pig; 
commodity prices and government 
policies; elimination of waste in 
distribution; taxation and distribu- 
tion; what’s ahead for distribution?; 
administration of large scale retail 
units; merchandising based on facts. 


Hot Weather Special 
Issued in South 


The New Orleans States issued a 
special hot weather supplement last 
week. 

Editorial matter was devoted to 
how to keep cool and advertising took 
the same vein. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mint- 
mum, $2. 


BUSINESS OPPORTUNITIES 


To an Account Executive! 


For a young executive who has 
advertising ingenuity and ambitions 
to eventually become part owner of 
an agency, an opportunity is offered 
by a small, recognized agency that 
has been established for 21 years in 
New York City. Write for interview, 
giving past and present connections. 
Box No. 607, ADVERTISING AGE, New 
York City. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset, 
most economical printing process. 
We reproduce direct from your copy 
for as little as $1.50 a hundred 
copies; additional hundreds 20c. 
Anything we can photograph, we 
can Photo-Offset. Samples. Laurel 
Process, 480 Canal Street, New York, 
Walker 5-0528. 


PUBLICATIONS WANTED 

Trade Papers, Periodicals—Well 
established New York representa- 
tive seeks the eastern representa 
tion of some high class trade jour- 
nal or consumer publication. If de- 
siring an honest square deal (not 
new deal) address Box 611, ADVER- 
TISING AGE, New York City. 


POSITION WANTED 
Young business paper editorial 
and statistical man seeking similar 
position or publicity work. Editor 
of three annual publications. Some 


advertising experience. Mechanical 
drafting. No clock watching. Box 
612, ADVERTISING AGE, Chicago. 


20 years advertising experience 
(campaigns, copy, typography, print- 
ing) available to a Chicago agency, 
advertiser or printer, full or part 
time. Telephone UNIversity 2223. 


PRODUCTION MANAGER FOR A 
PROGRESSIVE PUBLICATION 


17 years experience in agency, 
newspaper and trade paper produc- 
tion; 11 years with present pub- 
lisher. Works harmoniously with 
printers, engravers, paper mill and 
associates. Well posted on 2d class 
postal regulations. Excellent mem- 
ory. 35 years old and married. Em- 
ployed at present but seeks greater 
responsibilities. Box 618, ADVERTISING 
AGE, Chicago. 


SERVICES 
CARTOONIST 


National publications, alive with 
ideas. Free lance work or position 
wanted. Texas preferred, but will 
go anywhere. Ferman Martin, 209 
Uptown Theatre Bldg., Kansas City, 
Mo. 


HELP WANTED 

WANTED in every large city, 
young man to give us from half to 
an hour each week copying permit 
data in Building Dept. Will pay -30c 
column inch as run. Send for In- 
struction Sheet. Give qualifications. 
Nat. Apartment Journal, 1514 Pros- 
pect Ave., Cleveland. 


Caldwell, Clements 


Start Radio Paper 


Radio Today, a new type of radio 
trade paper, will be launched from 
Grand Central Palace, New York, in 
September. 

M. Clements is publisher and Dr. 
Orestes H. Caldwell, former radio 
commissioner, editor. Dr. Caldwell 
has resigned as editor of Radio Re- 
tailing and Electronics. 
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GIVING GLASS SPRINGBOARD A WORKOUT 


PHOTOGRAPHIC REVIEW Ja 
OF THE WEEK 


MR. COLGATE READS THE WINNERS STEPS UP 


: 


Walter Jeffrey, appointed domes- 
S. Bayard Colgate, president of Colgate-Palmolive-Peet Company, inspects the 20 tic advertising manager of Kelvi- 
winning we * = oe oa. ~ Mr. —— fad Emil = nator Corp., Detroit. He has 
ident t ti tologists tion; > H * 
Winifred Pl g seh, prcaetecrigy Ma wy poe or Aanggg “Elizabeth. been operations manager since 
Woodward, associate editor, Ladies’ Home Journal." Jan. |. 
Unusual test for heat-strengthened plate glass developed by Libbey-Owens-Ford 
NEW CHARACTER CREATED FOR VALENCIA ORANGE CAMPAIGN Glass Co., Toledo. While the new glass has many adaptations, it is not a 


substitute for safety glass. 


COAST CLUB HOLDS VICTORY LUNCHEON 


Veen: > MORE ORANGES ° 
FOR YOUR MONEY 
weeler! Quicier : 


i aes on 


Cofffomle | iS U KI ST ttn 


This genial chap is asking readers of 24-sheet posters in 638 cities to take advantage of the low price of 
oranges. (Story on Page 21.) 


BRIGSTEEL'S CONCEPTION OF WHAT KITCHEN SHOULD BE 


The San Francisco Advertising Club celebrating winning of four prizes at the 

P. A. C. A. convention with a victory luncheon. Harold Deal, Associated Oil Co., 

and club president, displays a desk set and placque presented to the club, while 

Adclubbers Lloyd Wilson and Mrs. Wilson show prizes won in the three-minute 
speaking contest. 


STREAMLINED CONTAINER FOR PICKLES 


FANCY SWEET 


PICKLES 


Model kitchen displayed at plumbers’ convention in Chicago by brigetecl plumbing division of Briggs Lae ee eR 
Mfg. Co., Detroit. In the foreground is a round electric stove which rolls on casters and permits cooking Hirsch Bros. & Co., sii of  beteilte Ky., have decided that pcg aiuneit: 
from any angle. The unusual window and new drawn-metal plumbing ware are other features. lined by nature, should have a suitable package. This is the result 


ae as ee ; eM ; i ial ; ity fe els. ee aE 22 dn A Se ei 3 fe ar 45" et . ref x vole Rit, fae ie. Sah) ee ie Ape 4 og ody / mt ee : : ae : bg eg ce x 2 . 3 ‘ ; 
eooae? Role a shee, Pie cl haark: L. Sey ay pubes eee ae ts tear) Ee eee of AP oar te teh an ty ottaetus: € sc) eee . 3, hee ee eh ea ee Mae les Aig i Myra: ig ee ee ee Ny Ca any My Sg, he ghee Bae : # : 
Eo ay ee ec ie iD ras ca ak 5 eis ; : a j . ae ga : cpa Te a ean Mg RAs ee Rog eee ae: Dr ae A Rie! 
ar : a ; By : s ’ me: “ ae ; a Z ‘ : eee) 
. emo pee aes © 
ae te 
cca ris 
oP j 
ei a 8 
= bi ¥ r Lf 
= ; Jt 
: a 
Py i Eigge " 
et ee pe ee tae ey el 
o Me. Pa es 
eee Re _— ay oe 
mee. ‘ti . rd, ae oe 
fea i a ad @ e. y Ce aie a 
- 7 ig: Gi ae he if ian 
: ¥ ? ; ee ae Bi: = \ See SE ‘ 4 
7 Ne ‘ ‘ : ; ye ee hee i) ee, Saas Cts. Ngee .* a ‘ is le 
AY ; : : Cdotiy PST tll lalla Se ort ‘ we eg mylene, el ae rd 
q \ . , ; . ; tfop ig f 5 ee 4 fe ae Biss “a i q : hic ie Se. ”. Eerie, ; ie 
Sei Haaes 4 6 3. eee ae fe? J es hp Saige Eo? ” : » 2 a ee i 
| . , P Ph i j ae ie Egg . wv Y hguee, ee Te ee RN a ' 
Ly ; 2% ~~  . hea a, Pel tents yg Snes a 
ae t : ” ee : — pe er Be 6 SOD” Be w Bao Sow Paras on “ieee Be gs erg 
i ‘ ‘ ta , > a Meme a oe Oe ee Ty 4 # oe ae Bes eo : 
' : oa ¥, : aS 4 . . : 1 FR pe I ee ie 5. pe 6c a j ee ee eps ’ See 
‘ i > oP A ¢ moe ae a ea. a 7 o 0% t+ ei i é hs. eT Ae ei 
' a ; ‘ “ale , : y rea yes ; ve , ie : ee eae Seow y 
io Ree : 4 r > ‘ ; pe gf Poteet ot stall % fa BS ot : ae ay St? Neca Saal ie thes 
et. oe - ¥ " JS RM afc é Y Se ee CS a Zn ng. 21a ae F eat min. So de NS Ae py 
; ‘ ; a ; J ENE a : va i Sh gebeg aa . de Hs "he By “e j stiri Bad itt Sites TAs 4 . es pete oo ee ee 
“a. ; « ee uk 53 oe — od de SD y ie, ne ae 
¢ ~~ % A f e De a oS eee i: age ae ee ‘ 2 ge ee ee oe igh 
. ‘ ‘ ¥ Sal ES is tae oe a ~ : i it ie Oe he Sieg ig Pigg Me: te Ars ay ee? 
\ * ‘so é fy Pa : flor ‘ a. oe . i. a ; ch oe Pgh ig ea Ne ie 
~ Ve ae ; | Kf (> ae fas oF po ae om gilt! Sl es f ip Aa ee “5 en: oe Sig ed ot Es es is 
Be Bains \ eee. s ae Mage a ae GE ty wg Pie oer: es : Sout 
- . ere & §. ae hee eB pee ee eg wu he ; Pe ie Jinn ual ee | Oe > a Bie pt ona yia iaea 
~~ Pear eo oe r uae . y Br. y|* gee ae = as eo lly bh ae is, * he WB oF te sae g : me Siw a 
+ " Pee Ge sie fh a 4 7 eat : oe Sr ee iss fc S = e em fe ei nek EE Lee fie is ate x 
er ae ee ae ag & Sa TS 98 eee ae ee ae ee eae ES ee ie Oe ig OO tei, oe es te yk cede ee tre 
‘ ne : ‘ i & ov st a eee ce gh ad weenle ee i ti a ee ee Wa, 2 iss, é ‘ Rice eo) ieee 
, a i} se : — | See beaten i ee. ee i ee ee ee oe ‘. y Re oe Pip eee. Ip 
oe ae oe “a he Ys ah Aves en ee CS Mean tila: Bi by a OS Sage ee 
Pe ae - ite ; e . ; | gt ee vr eed gigas eo e ee i ae “ile * ; 2 . arene: . oe Al =F eS ee a 
i Oe me: terse ig gd a a Bae oo fia ie aes too etgaaes es) Bae’ & aa - 
agama oat ae aaa os. Aa ks s Co ae ky Ee eee i eet nee le Ee ae 4 etl peo ta Ag 0h rn i 
Eo a ee Diy Ms eae i SNA: «=| ae a 3 ee Per ae 1 ie ule ie creel +s a 
. a by ee. 5) Rk ee - WEEN gee te Ge | RS oe Bama ae 7 Big ge ee i ep hc a see a a 
“ oo ee . Bac Be aL ee ae eee he ee pee one 
: £ Se: ieee A + ie re cs A arya eee tee ae ceiie es pe é rs if 7 cae aia E iis, ae a 4 erty & oeeMn 
* a ‘ . ite : ‘ule ae, pee my ; Sabet ar he alia an yar Pict, es Bs: mes iene a ek im Ye ae <- * 
a if eee aes A stan pes ae é the ye lone eee te ee a ce eae ee - Fe ee EF i, oa eke aa 
i : Se ca maa d etek Ay fi i es gor : es fF g - mee, bs, 
aes Fe og L ees | ee “ ae A eke Niptdt St 5 aie sad 
=< ; . q i é va he a Rey > : es a é ca) bi Wins cS acai _ 
q 4 # a s zeae * we / es SS heel ere 
=) i aS mi i rs i z: i : Lise ia 
oe 
foe RMON Scr tan « at airs BRS acai Pes. a ee ea or ia 
Side. ae ae, as wih, te = a Ne a 
: Te ae ee oe i RA oat os 7 
es 3 ts ie, ie — a RS - 
. — Se ” : 
5 mm °,. Ne Sree = 3 : pasta a , 
ate a Fare xO a . ; aa S Ee 
Bri. : e as ae 2 — eres - ; 
ae ox i * Ve se Pees vias co Z - i } 
4 Y ye i a : ai : : As epee TOE Sia, 2% oo a eis eee gs 4. ee = “ere Cs J St ; 
we * ee ee ee Ge my es oe a Seema Pie 4 a oo ie — - 4 a ry i 
! : i ud |. i mates £. i i peg ae Ae See ASK ee nce! : : , a re 
fee. ~ sae Ne oe i oem | é Sth " eee es ee ee PR, BER a Be A i} is 
H Ti . a ’ i saa ne - i oe scone 4 28 eee mer es 3 ae i : : 
| pear ieee ly Your a ee 6h | a 
ina © ’ — Sef a 3 a” ce : i ee, Tan ome ce, ? ean. ae oe ci 
: ? re ss * . i ° : 3 i Le j - Sortie) 1 tte ine 
‘ ys 7 rae m@  DEALE <2 : ye ‘ er ae eae 
8B = =e ; ars % H oS, ee gp eee » cae oe 
ae oa rue, rik be ee eee ae free, ene . 
A re aie 8 ER Re quatre ne 
sey are cee a fey pee eae uae 
| i tac A Cais. 0 amy =... . , me! Bai \, See, es ar hie secs 
== See! : 
Brice.  Wykeierind Os ial ame ee ne erro : a ay : 
: eee oe oo ae ee cs eae ae Pee Se ne a : 
‘ a Te ume she ae rete aes Fe ea ine ee ae a jes 
oS aie an i ee ER ee eet 2 
ee 2 ae as ery RSE chee ike = : 
* = rene 7 — a > 
Ss < 4 at Sie me a a ee ms i aren ‘us 
SEE us yi eae ra ae ng ee eA Ye Ree : re aos 
eee, 4 PERE eho en S| cen aes Reef ee : 
| ety a ee en Se gee oe ‘ “* an a tetas aye RR ae al 
: aaa ve a ; 
| a & re ies : 
2S ee Cee cas . eae Miah TT bo 5 CU Pa ain ek a 
ee, - Seis te. ie = : ak es . oi a 
; Bae as 7 
a -- 
ves no ee Oe Te ae gaseetinaass ns RR 5. . x. 9 “ tit Le ee nee. es —__— ————E— Me __ _—_— EE 
ee . ee oe 
a ON ES oo : 
i : anaes a TS : 
a 4 ~ pon en a eee oe f | 
aS gig Se aan - - ae ee as i a of | 
‘ Tae ae BS E ee ae aod re peer a : 
: P a * hie a5 * , — "ee eiineiniaantis anges : 
‘ i ie es DS x oF 2 SS aeaenallliN Som — 
| - " i eo tia " é J S stllibmipemsiceninti leenecyen eaeyoaene s - i ; 
} : meen wa a a me Mee) Se oe sear ntenms X: . os 
| é ae at a SS | ey 
: Piet ive" 2 —~ 4 P= RR TIT OT . : 
f m - edi ae apantenemarenet — — a Bs 7 
| % ; eas ‘ : ee i 3 : ; . tog 4 . 
‘ > 4 ous ‘ee @ ' Bo ees 
| 6 m4 - ; ——~— , : * : < = : ee - 
| ae " . ee 3 rt die ee soc SOc samcane < 3 es Mes ha SESS So F 
; - if : : a : . . ~e 4 ee : 
s : oe ie stg BOBS ae a ae ee ‘ co Cp ae cc. SRNR, SSS ES ee j 
“ eet = a . 4 = S i Re Ro, SS - 
.-- > ~ —_— Se ; ——— ES 
B\ * “ tee _— iS aye : es ———— ek a _ 
, rth ee Pci — —— 
.* 7 q = $ <7 ———s : ° as. Se ees eatin: ee ee 
he - fi e 2 . t ° 
Ay t 1 pa gus : : f ... stata es ————— ee 
a ae : a sas of . i 3 — on I wasdanmatnes alas = Se 
Ret t [oa . : lees > — ees. . wi a Sa 
ae ' oe ae : f : ee i = “> a 2 , aE - Bis 
. 3 d \ i a ss e. * “ee net 
5 . 2 Se co Se ; yr Sg : ee af ‘ 4 . = 7 
ro ” me — Ue eee ty ; : oe os ol 
} - 1% pe ae ¥ —, on ee as 4 4 ae . 
bie a ‘ Ss © Se ER ee eS * AE S : 
tee ts Ya J a ca oo ae Ses “oe SSS % ° ” & sd os 
. at _ - ua Og Se Tap : PARAMOUNT | 
<a. pa KS Ba at — — See ‘ es . SS Be ka. B ea - ' 5 “ei aye 
Poo i os ~~ a es ; — AT ig : oo Ld ae 
reg phere a — Be ok = a . ¢ i 4 /- a Ss 
tog eS age Ss . a iow : ae = ‘ kustouw Pome 
reece ~ "Sy Sos Sh Rae a Ree . aa — <i | ; ae y : MORE | 4 : ~ 
eg SO, SN : oe x Rk a Oe | ie ; d ka 
a me oy e . ts rs wt ai Se, Cee eres nie, ee ~* Bei og a os sete a eee : =e 
co. Se ~ Sk Pte oo ae , . : “SS tif ko aaa pS 
a es s * a . ws . = : Mu _—— ° “ Re — ; ‘ E ei! se 
aati oS a Se SHS : . eam SX. ye ae " ~ ay ans | ae a = yy S&S ae = stg 
5, Xe Me mor “ > is Wy, CO CS ee _ Rg Say : <4 oY Res ; : - 
a | —_— «ns Bt NN . 
Se OS ae ae r . Sos or : ee ee a gg me 2 sas ag | ae ’ r . = ~~ a BRE 
oe ‘ie, a Se . oe : ye & Pte) mS NY a ae ss : = 1 Ss = ; ens “ 1 Bo) one 
a ° z os ae se = - .- 
*, cy 
. ; : ' : 
i : * ; 


32 ADVERTISING AGE July 22, 1935 


poe 


ooo aT a 


(Aq WUTE 


| guarantees an average 


net paid cireulation of 


= fe 
oo 

“os 

: , 
; 7 


beginning with the 


December 1935 issue 


AZINE FOR MEN 
366 Madison Ave... New York City 


30c PER COPY $5.00 PER YEAR 


(Ag WUT. 


ais pe ‘ 2 ’ if r . . 3 saat Cine i : tee aga evisan 5 YS x By tnt ay i fe = ei ee a Warns : 2 ae ee ae ny : oe 
f . of : : : ; 24 ; ; 4 Z r * Z he ee 4 ks tp ay is he , : a i cI i 5 . : = im : oa = . a a 7 ae i ay | : — 7 | 
ae per | : 
eae ° ae 

pee as. | 
ee & aa 
On Ae 

ail Pate te SL 
: | sla 
Sane 
uate | 
ANS 
ie . | | 
‘ | df P 
Berd : | , 
aie ee 
ee | i 
i a 
ie poke 
: : : 
; - 
| | tN, 
ay eee 
pe 
| , 
| : 
| = 
' : 
| ve 
| a 
a : 
| ae ae ae oo 
7 enna, ed 
on s es 

Dice oe : a 
a - 
ee bes ' ae shea 

= 5 x : af tae fa 
| Spe tae 
| eo tae 
ag ee OS 
, erie 
4 Miharss  AE 
4 ea nie 
bing — 
[23 Cee, 
: ae Shan 
: Ste eee 
| ee | ie 
| aero 
- 
| ee 
| . 

7 5 a 
fe gat ‘ ; o 
oy Eg 3 
ee re | | 
ae ee ae | 

ln gale 
. ae 
7 : iE me . ‘i : 
. is ome . a 
ae 7 oe ™ 
; 7 = eB 
7 + - a3 
| f 
| . 
; 
i : 
| e 
: : 
er pao ath 
eh an Bees | 
sar Tey tn oe 

Pee aa aa oe 
bie leds 0: = 
oe ohh eae _ 

ine 5 So 

coo! a 
ae ae 
ee oe e 
oe a eo + 
. a cng, 
tress Rae ve 

a hors a ome 

aise 2 
erecta! Te 
pads His tis e on ! 
ee 

- Pe rae 
| ieee wer 
ape 
iat 
| . 
| 
| | 
| : 
| em 
; 
| 
| : 
| _ 
| - 
| i 
| 
| 
| 
: 
> 
gee eae Pe if oF ent : : : : , 
PRG sr Ip ig celirge Ni oat «np eT an ere, aera Mer me om Ses OT eet OO, ig cia ca SR ees Wn ae i RW RSD Gera a eM ea SS ee eMe GO DEL aa? joey aly ce erm Ma NEE Oi Oe ge LS a ieee thie Ge oe crete eR TRS | OM) etl Ser LY Mate eames yc SaaS lies a RG lt IN eo UM ia a Ie alan ee Cs ON 


